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Rough Proofs 


The revered AP quoted Philip 
D. Reed as referring to a “pre- 
dominately totalitarian” regime. 

Eight to five he didn’t say it. 


+. © 


Bill McFee says that Armco ad 
promoted formed tubs and not 
the kind Crane, Kohler and Amer- 
ican Standard make. But when- 
ever you say “bathtubs,” Bill, 
you’re giving those lads a gentle 
boost. 

vvy 


There’s an interesting new or- 
ganization made up of represen- 
tatives of other trade associations 
and called the National Associa- 
tion of Wholesalers. Their slogan 
will not be, “We can get it for 
you wholesale.” 


eae 


Gillette’s sponsorship of the 
world’s series is much more suc- 
cessful, from the standpoint of the 
commercials, than broadcasting a 
championship fight which Joe 
Louis wraps up neatly in a little 
over two minutes. 


vveyv 


Larry Sizer believes people are 
interested in themselves and next 
in people like themselves. Does 
that explain why all men try to 
dress alike and all women to dress 
differently? 


* FF 


Ted Williams is pictured by the 
Boston Globe knocking home-runs 
on his typewriter, and National 
League rooters would be perfectly 
willing to let him cover the world’s 
series from the press box. 


¥ 7 


When your old friend Bill 
Corum says “irregardless,” is he 
merely being nice and folksy, or 
is that the way he thinks it ought 
to be? 

vvy 


A lynx-eyed correspondent of- 
fers this as the ideal business an- 
nouncement: 

MARVIN STEVENS 
Tree work in all its branches 


* 3 F 


Comic magazines will be used in 
a fall and winter campaign by the 
Smith Brothers, who are now try- 
ing to figure out how to be funny 
talking about a cough. 


i ee 
The Langendorf United Bakeries 
in San Francisco have _ been 


ordered by the FTC to quit ad- 
vertising they’re the official 
baker to the Dionne quintuplets. 
Why disturb the earning power 
of the quints? 


* ¥ F¥ 


“If your product adds to their 
overall efficiency,” says Railway 
Age of its executive readers, “they 
want to know about it.” 

Even executives have to be in- 
terested in efficiency in overalls 
these days. 

= = = 


“Where will you find a re- 
stored monastery, or Fritzi Scheff, 
Ann Pennington and Joe How- 
ard?” asks Holiday. 

If anybody can restore Ann Pen- 
nington, the swains of 1915 will 
promptly forget their arthritis. 


Copy Cus. 


Meat Packers Sef 
for Battle with 


Competitive Foods 
Fred Waring Show, 


Publication Series 
Continue Into '47 


Cuicaco—The American Meat 
Institute, which ‘“hasn’t gone to 
hell—it’s just going through it,” 
served notice last week that it in- 
tends to keep on fighting for its 
rightful place in the food field. 

The pointed reference to the 
infernal regions came from Don 
Smith, advertising manager of 
Wilson & Co., and chairman of the 
AMI’s advertising planning com- 
mittee. He warned member com- 
panies at the institute’s annual 
meeting here that competitors who 
seek a bigger share of the house- 
wife’s food dollar are increasing 
their advertising budgets, and “are 
in there slugging.” 

Meat producers and packers, he 
and other industry spokesmen in- 
cicated, hope to hold their posi- 
tion—and improve it if possible— 
for the competitive fight ahead 
when meat once again becomes 
plentiful. 

The industry suffered lean days 
after World War I, but it lost no 
ground to competitive foods during 
the recent war, according to R. A. 
Rath, president of Rath Packing 
Company, Waterloo, Ia., and chair- 
man of the institute’s advertising 
policy committee. 


Campaign to Continue 


Much credit for this situation 
is given to the industry’s broad 
advertising and public relations 
programs. Advertising alone, 
through Leo Burnett Company, 
Chicago, zoomed to a $2,250,000 
budget for 1946 and the institute 
revealed plans to continue its 
campaigning next year on the 
present extensive scale, via radio, 
magazines, newspapers and pro- 
fessional and trade publications. 

Much of the institute’s promo- 
tion will be centered on the Fred 
Waring show, launched a year ago 
and now sponsored over the full 
NBC network Tuesday and Thurs- 
day, 10-10:30 am., CST. By 
scheduling a tour of the full or- 
chestra and chorus, with sell-out 
houses the rule in all major cities, 
the institute managed to bring the 
entire Waring troupe here, where 
it put on the Oct. 1 broadcast from 
the AMI’s convention headquar- 

(Continued on Page 58) 


Pay-Off Reading 


Pays off very well. 
It’s on Page 57. Other 
features: 


Ad-libbing ........ 12 
Admen Coming Back . 74 
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IN REVERSE—Montgomery Ward & 

Co. turns to full-page ‘merchandising" 

copy to induce a tew workers, rather 

than buyers, to expose themselves to 
the store's super salesmen. 


NAM's $900,000 
Ad Fund Held 
for ‘Contingencies 


New YorkK — The National As- 
sociation of Manufacturers has 
about $900,000 left out of its $1,- 
800,000 advertising budget for this 
year and is holding that sum in 
a “contingent fund” because of its 
“conviction that industry will be 
facing many critical issues and 
NAM should be prepared to pre- 
sent its views to the public,” Hol- 
combe Parks, vice-president in 
charge of public relations, revealed 
last Tuesday. 

The NAM is also engaged in a 
“comprehensive study of advertis- 
ing in a selected list of mass- 
circulation magazines and farm 
papers,” according to a 24-page 
outline of NAM’s public relations 

(Continued on Page 81) 


Mason Invites Industry 


Aid in FTC Rule Making 


No Tax Deduction 
for ‘Opportunity’ 
Ads, Is Warning 


‘People's Lobbyist" 
Insists Government 


Won't Allow Costs 


WASHINGTON — U. S. Chamber 
of Commerce officials were trying 
last week to get to the bottom of 
a warning that the Bureau of In- 
ternal Revenue will not consider 
projected advertising for ‘“Amer- 
ican Opportunity” a legitimate tax 
deduction. 

The warning came from Ben- 
jamin C. Marsh, executive secre- 
tary of ‘The People’s Lobby,” a 
leftist group which has made it a 
point to needle Internal Revenue 
on large sums of money which 
corporations spend for “propa- 
ganda.” 

Gleefully Mr. Marsh released ex- 
tracts from correspondence with 
William TT. Sherwood, Acting 
Commissioner of Internal Rev- 
enue. This correspondence shows, 
Mr. Marsh declared, that Internal 
Revenue will not permit the 
Chamber or its members to deduct 
“American Opportunity” ads from 
taxes. 


No Reference to Campaign 


But the Sherwood quotes dealt 
only with general policy matters 
and made no specific reference to 
“American Opportunity” or any 
other institutional campaign. 

On that basis, John J. O’Connor, 
director of the Chamber’s finance 

(Continued on Page 32) 


Last Minute News Flashes 


Promotes Self-Rising Swans Down Cake Flour 


New YorK—lIglehart Bros., Inc., 


subsidiary of General Foods, will 


introduce self-rising Swans Down cake flour in New York City, Provi- 
dence and all of Connecticut with full-page, four-color ads in the New 


York Sunday News, Times, and Herald Tribune on Oct. 20. 


The 


ads will feature an essay contest offering 300 Mixmasters as prizes, 
and will be backed up with 1,000 to 600-line black-and-white ads 


for 13 weeks in 30 metropolitan and suburban newspapers. 


Young 


& Rubicam is the agency. General Foods is also introducing its new 
Minute gelatine nationally in late November through Y&R, but news- 
paper and radio advertising has not been set, except for insertions in 
the “Jessie’s Notebook” column in 28 newspapers. 


Continues Plans for New International Magazine 
New York — The resignation of Ken Purdy from Crowell - Collier 

Publishing Company (AA, Sept. 30) will not affect the publisher’s 

plans for an international magazine, nor has there been any post- 


ponement of the starting date—which is yet to be set. 


see Page 87.) 


(For full story, 


Kruschen Products Return to Market 

New YorK—Kruschen salts and Effervescent Kruschen, made by 
E. Griffith Hughes Ltd., will return to the market backed by an alter- 
nate-week schedule in The American Weekly and weekly insertions 


in 27 newspapers. 


The magazine campaign starts Oct. 20, and will 


run for one year, while the newspaper drive started in late Sep- 


tember. 


Gotham Advertising Company is the agency. 


Jay Williams Joins Goodkind, Joice & Morgan 

Cuicaco—Jay C. Williams has joined Goodkind, Joice & Morgan, 
Chicago agency, in an executive capacity. Mr. Williams was a partner 
in the former agency of Crowell, Crane & Williams and more recently 
chairman of the board of Trade Development Corporation. 


(Additional News Flashes on Page 87) 


ANA Gets Latest 
Dope on Public's 
Views of Business 


ATLANTIC City —An invitation 
“to come down to Washington and 
discuss the drafting of rules in 
your own language to apply to 
these things which you yourselves 
would like to get rid of” was pre- 
sented by Lowell Mason to the As- 
sociation of National Advertisers 
in his first talk “to a large group 
of business men” since becoming 
a Federal Trade Commissioner a 
year ago. 

In a partly off-the-record talk, 
Mr. Mason outlined plans. to 


Other stories and pictures of the 
ANA meeting appear on Pages 4, 8, 
26, 70, 76, 82 and 85 of this issue. 


“streamline” the operations of the 
32-year-old commission, especial- 
ly with regard to trade practice 
conferences, of which the com- 
mission has held more than 200 
since 1925. 

President Truman, he = said, 
asked Congress last May “to give 
us funds for reorganizing our pro- 
cedure, so that instead of hit-or- 
miss prosecutions, we would be 
given an opportunity to serve in- 
dustries industry-wide.” The com- 
mission would survey “bad busi- 
ness habits” and when these were 
found to be prevalent in an in- 
dustry, it would call a trade prac- 
tice conference on them. 


‘A Simultaneous Prosecution’ 


“Inherently,” he explained, “ev- 
ery business man and every citi- 
zen wants to do what is right. The 
good in business has always come 
from business itelf, and that is 
where it is going to have to orig- 
inate again. We are going to have 
to see to it that, outside of a simul- 
taneous adoption of the rules, we 
have a simultaneous prosecution 
of that 2 or 3% who don’t want to 
go along with industry.” It is 
“the commission’s duty to protect 
industry from those men.” 

The public today retains very 
strong doubts regarding business 
leadership, Howard Chase of Gen- 


Willys to Make 
Low-Price Car, 
Unlike Ford, GM 


TOLEDO — Willys-Overland will 
return to the passenger car busi- 
ness in mid-1947 with a low-price, 
low-weight sedan featuring inde- 
pendent suspension of all four 
wheels. The first model was shown 
here Wednesday. 

Willys production till then will 
be devoted solely to its Jeep, Jeep 
station wagon and Jeep truck. 

The “6-70” passenger car will 
be powered by a six-cylinder en- 
gine which Willys has developed. 
The car will weigh 2,500 pounds, 
have a 104-inch wheelbase and 
will seat three in front and two 
in the back seat. 

With Ford and General Motors 
dropping plans to start making 
low-price, lightweight autos next 


| year, Willys will be the only major 
manufacturer in the field. 
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eral Foods Corporation and ANA 
public relations chairman, told the 
meeting. 

At present, surveys have shown 
that the American people “are 
unwilling to travel the entire dist- 
ance” toward a controlled econ- 
omy. “Tomorrow they may think 
differently,” he added. “That will 
depend on both labor and indus- 
try. If either one persists in ac- 
tivities which are considered to be 
opposed to the best interests of 
the people, a point may be reached 


where the public will decide that | 


freedom is worth far less than 


security.” 


Same Technique Sells Ideas 


One of Mr. Chase’s answers to a 
series of questions was that “ad- 
vertising and corporate promotion 
are means for the communication 
of ideas that turn into individual 
impulses. The technique that can 
create an impulse to buy a thing 
can create an impulse to buy an 
idea. 

“Whatever techniques may be 


the system of our choice, the sys- 
tem itself must work and must of- 
fer hope for the future.” 

Henry C. Link of Psychological 
Corporation, New York, cited the 
General Foods series on “How 
| Jobs Are Made” as “the best cam- 
paign from the standpoint of com- 
bining education in free enter- 
|prise with education in a com- 
|pany. This whole campaign could 
/well serve as a textbook for high 
‘school and college courses in eco- 
‘nomics and advertising,” he said. 
Dr. Link summarized findings in 
la series of experiments which 
|his organization has conducted for 
two years in ‘Techniques in pro- 
_jecting ideas as contrasted with 
| products through advertising.” It 
was shown that the effectiveness 
with which an idea is projected 
depends on the sharpness and sim- 
plicity with which it is defined be- 
fore being put in an advertisment. 


Others Use GM Technique 


He stressed the effectiveness of 
the alternating phrase and pic- 


| 


General Motors ad using an Edgar 
Guest poem. 

Since then Metropolitan Life has 
adopted this technique for all its 
magazine ads and “those we have 
tested gave a high comprehension 
score.” 

Educational campaigns of Repub- 
lic Steel, General Motors, General 
Electric and, in plant cities, of 
Union Carbide were found to rank 
high. On the other hand, most 
campaigns lacked a central or 
basic theme which would serve 
as a psychological hook on which 
to hang a series of impressions. 
“Most of them also lacked emo- 
tional impact. They were entirely 
too factual, too pedantic, too 
preachy,” he said, 

Dr. Link suggested that business 
might run advertisements for en- 
terprise on such themes as “Al- 
ways a dues-payer, never a boss” 
and “The man who never took a 
chance,” for those who rely on so- 
cial security or government aid 
instead of striking out for them- 
selves. 
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---in Daily Circulation 


---in Daily Advertising 


---in READER 


INFLUENCE?! 


Wovu can’t measure it, weigh it, or find it in the rate card... 


but the Reader Influence of The Indianapolis News is what 


makes it the most powerful medium in Indianapolis and the 


33 surrounding counties. 


On top of the provable facts and figures which put The News 


out in front, you get the accumulated consumer confidence in 


a newspaper which for 77 years has been the unquestioned 


leader. That’s why the great Hoosier daily ... alone... 


does the newspaper job. 


THE INDIANAPOLIS 


a 


DAN A. CARROLL, 110 E. 42nd St., New York 17 
J, E. LUTZ, Tribune Tower, Chicago 11 


JOS. F. BREEZE, Business Manager, Indianapolis 6 


Owning and Operating 
Radio Station Ww y B Cc rr 


| both published morning and eve- 


| Tuesday. 


test for the best 200-word essays 
on why gasoline is cheaper and 
better today than before the war?” 
he asked, “or a prize contest on 
how General Motors or Ford could 
again produce as many cars at as 
low a price as before the war?” 


Describes Cooperative Effort 


In a discussion of “Reconverting 
Advertising for the Job Ahead,” 
Louis Ruthenburg, president of 
Servel, Inc., Evansville, Ind., de- 
scribed the results achieved by the 
Evansville Cooperative League of 
Labor and Industry through ad- 
vertising in newspapers, radio, di- 
rect mail and other media. 

Evansville, he said “probably 
has had less work stoppage as the 
result of disputes than any other 
community in the country in 
which there has been comparable 
industrial activity. Industrial em- 
ployment there increased from 24,- 
000 to 65,000, but Evansville did 
not have a single work stoppage 
in that period as a result of a labor 
dispute.” 

Mr. Ruthenburg urged that ‘“ev- 
ery official, salesman and other 
employee” of an organization be 
“taught to exercise his own im- 
portant functions as a public rela- 
tions representative of the corpo- 
ration.” 


Washington Typo 
Deal Set at $1.87 


WASHINGTON—The International 
Typographical Union and _ the 
Graphic Arts Association here ar- 
rived at a new contract Wednesday 
which will pay union printers 
$1.87 per hour for a 3714-hour 
week. 

While there remained some 
question whether the Columbia 
Typographical Union, the ITU 
local here, will accept the terms, 
the agreement on a new two- 
year contract was announced 
jointly by the ITU national rep- 
resentative and by negotiators for 
the employers. Under the old con- 
tract, printers here were paid 
$1.53 per hour. 

Other clauses provide a two- 
week vacation with pay after 
three years instead of the present 
five, and continue holiday, sick 
leave, severance pay and social 
benefits. The contract is to run 
two years, but may be reopened 
for wage issues after Aug. 11, 
1947. 


CHICAGO STRIKE 
STYMIED TEMPORARILY 


Cuicaco—The typographic strike 
originally threatened here for Oct. 
4 won’t occur on schedule, al- 
though it is by no means “off.” 
Woodruff Randolph, International 
ITU president, entered into the 
negotiations personally here Oct. 
2, and made it clear that a strike 
will eventuate only if negotiations 
are hopelessly deadlocked. 

The latest union offer asked for 
$2.35 an hour (present scale is 
$1.8114), plus a number of special 
concessions. 


STRIKE SHUTS DOWN 
SPRINGFIELD PAPERS 
SPRINGFIELD, Mass. — All news- 
papers here have been shut down 
since Sept. 26 by a strike of three 


unions representing pressmen,| 


stereotypers and the composing 
room force. The papers are the 
Republican & News and Union, 


ning. Three contracts are under 
negotiation. 


ERIE PAPERS STRUCK 


ErRIE— All three newspapers 
here were shut down by a strike 
of typographical union employes 
The Dispatch - Herald, 
Sun and Times had offered to in- 
crease hourly wages from $1.50 to | 
$1.75, but the ITU members struck | 
in holding out for their demand of 
$2 an hour. 
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Old Gold Lands 
Air Plum Through 
Dodger Loyalty 


NEw YorK—P. Lorillard Com- 
pany’s sponsorship of Brooklyn 
Dodgers game broadcasts over 
WHN for the past several years 
paid off handsomely last week 
when Branch Rickey, Dodgers’ 
president, turned down “more than 
$100,000” in offers from others in 
order to give Old Gold exclusive 
radio rights to the “Little World 
Series” National League pennant 
playoff in Brooklyn. 

Lorillard, through its agency, 
Lennen & Mitchell, immediately 
arranged for airing of the playoff 
games over the Mutual network 
and over Canadian and Cuban 
stations. The network agreed that 
stations which have carried reg- 
ular season games in major league 
cities should also receive the 
broadcasts, whether Mutual af- 
filiates or not, if they did not dup- 
licate Mutual primary areas; WHN 
was given exclusive rights for the 
New York area, and St. Louis sta- 
tions exclusive rights in their 
area. All told, however, an esti- 
mated 400 stations were expected 
to air the Old Gold broadcasts. 

The Lorillard contract with the 
Dodgers carried no _ provision 
covering playoffs, as none was 
envisioned, Lennen & Mitchell 
sources said, but Mr. Rickey, loyal 
to Lorillard’s sponsorship, turned 
a deaf ear to offers from “hun- 
dreds of stations and at least two 
networks.” 


Map ‘Grape Grower’ 

Wine Publications, San Fran- 
cisco, publisher of the American 
Wine Merchant, Wines & Vines, 
and Yearbook of the Wine Indus- 
try, will publish a new magazine, 
Grape Grower, first issue to ap- 
pear next March. Circulation 
guarantee will be 5,000. Walter C. 
Elly, New York, is eastern adver- 
tising manager. 


Hermes Succeeds Loucks 


Frank Hermes has resigned from 
the Newsweek sales staff to be- 
come director of media of Federal 
Advertising Agency, New York. 
He will succeed Jack Loucks, who 
has resigned. Before joining News- 
week, Mr. Hermes was a space 
buyer for Compton Advertising, 
Geyer, Cornell & Newell, and 
McCann-Erickson, New York. 


Giants Renew Air Deal 


The New York Giants baseball 
club, through Warwick & Legler, 
New York, has signed a 26-week 
renewal of its sponsorship of 
“Giants Jottings” on Station 
WMCA, New York, Mondays 
through Saturdays, 6:45-7 p.m. 
The deal is believed to mark the 
first time a ball club has spon- 
sored a year-round radio program. 


@ Please help avoid the 
hoarding or waste of 


AT LEADING PAPER MERCHANTS 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 


Specialiets in Coated Papers since 1888 
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SERVING ALL SEGMENTS 
or rwe INSTITUTIONAL FIELD 


The coverage of INSTITUTIONS 
CATALOG DIRECTORY includes 
the following types of institutions: 


Hotels 

Hospitals 

Schools and Colleges 
industrial Cafeterias 
Railway Systems 
Motels 

Restaurants 

Air Lines 

Office Buildings 
Clubs 

Jobbers. Dealers 
YMCA's and YWCA's 
Steamship Lines 
Public Institutions 


Catalog Page 


Size: 


7x10” 
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Phantom view below shows arrange- 
ment of various sections within 
INSTITUTIONS CATALOG DIRECTORY. 
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ING YEAR 


Plans are being made ... money is being appropriated . . . specifications 
are being written . . . throughout all types of institutions extensive re-equip- 
ping and modernization programs are being discussed. 


1946 is the planning year and while many institutions are endeavoring now 
to bring their establishments up to the proper standard for the greatest safety, 
convenience and service to the American public, it is evident, because of lack 
of supplies, that they must wait until 1947 to buy the greater portion of the 
products they need to complete their plans. 


G YEAR 


Most manufacturers and producers agree that we are rapidly approaching 
a buyer's market and INSTITUTIONS CATALOG DIRECTORY with its vast 
amount of purchasing information, will play an important part in the market 
represented by the thousands of large institutions throughout the nation. It will 
be placed on the desks of the important buying factors and will be instantly 
accessible at that one all-important moment . . . when the order or specifica- 
tion is being written. 


By placing your catalog material in this comprehensive buyer's guide, you 
will make certain that sizes, specifications, dimensions, capacities and other 
information needed by the buyers, are constantly at their fingertips throughout 
1947. 


INSTITUTIONS CATALOG DIRECTORY will enable you to capitalize more 
fully on your other promotional activities, such as advertising, personal selling, 
trade exhibitions, as it will supply complete information on your products at a 
time when your sales material might otherwise be lacking. 


Its usefulness to the buyers every business day of the year is readily in- 
dicated by the description of its comprehensive sections given below: 


1946-47 INSTITUTIONS CATALOG DIRECTORY 
will confain 5 COMPREHENSIVE SECTIONS to be 
Printed and Bound in 1 VOLUME 


1. MANUFACTURERS’ CATALOG 


SECTION—Includes up-to-date prod- 


uct data of leading manufacturers in’ 


field displayed for quick reference 
and simplified buying. 


2. CLASSIFIED DIRECTORY SECTION 
—Lists products used in all types of 
institutions, together with manufac- 
turers of each. Cross-indexed for 
greatest facility. 


3. TRADE NAME SECTION — Lists 
trade names of institutional products 


with key to manufacturers. Of great 
assistance where only trade name is 
known. 


4. REFERENCE DATA SECTION — 
Showing codes, charts and other 
reference information of special im- 
portance to institutional operators. 


5. NAME AND ADDRESS SECTION— 
Contains complete name and address 
information on thousands of manufac- 
turers whose products are classified 
in Section 2. 


: Aovernsinc — Bacenc y 
INSTITUTIONS CATALOG DIRECTORY © 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS | 
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‘Danger Ahead’ 
Is Agency Warning 


to Small Sellers 


“New YorK—Deutsch & Shea, 
New York advertising agency, has 
tentatively scheduled for publica- 
tion in the New York Times Oct. 
7, a full-page warning to small 
manufacturers of non-national 
brands to advertise now in an- 
ticipation of renewed competition 
from the “big manufacturers with 
the leading, advertised, big-name 
brands who will start crowding 
you off the shelves.” 

Deutsch & Shea will point out 
to these small companies that 
“people are buying your product 
... but they are not buying your 
brand.” It will urge taking ad- 
vantage of this period when “your 
merchandise is on retailers’ shelves 
—unlike the ’30s when you had to 
beg on your knees to get grocers 
and druggists to stock your line” 
—to “do something today while 


there is still time to protect to-/| 


|morrow’s sales.” 

The agency will urge manufac- 
turers to “get in touch with any 
recognized advertising agency. Let 
him plan to sell your brand name 
to the public today ... before it 
is too late.” 

Deutsch & Shea will offer the 
advertising copy free to all small- 
size recognized advertising agen- 
cies who may wish to run it over 
their own signatures, as well as 
to business groups, such as cham- 
bers of commerce, for reprint 
purposes. 


Formica Licensed 

Under a licensing arrangement 
with the Formica Insulation Com- 
pany, Cincinnati, Formica decora- 
tive material will be produced in 
England in a new factory being 
erected in Tynemouth by De La 
Rue Insulation Ltd., a subsidiary 
of Thomas De La Rue & Co. 


Agency Moves 


De Bellis, Buoni & Coppo, New 
York agency, has moved from 655 
Fifth Ave. to larger quarters at 
15 Park Row. 


Radio Council 
‘Must Work, ANA 
Members Are Told 


ATLANTIC City—“It’s none too 
soon for radio to come down out 
of the clouds and take its legiti- 
mate and proper place alongside 
other advertising media—subject 
to the same critical and unemo- 
tional scrutiny,” Don B. Stetler 
of Standard Brands, chairman of 
the ANA radio committee, told 
the meeting last week. 

“Increasing time and_ talent 
costs—increasing competition for 
attention, the increasing shrill- 
ness, and the 101 other problems 
in radio on the one hand, coupled 
with the increasing difficulties 
faced by management on the other, 
mean that—from this point on— 
we’ve got to be surer than ever 
before that we get full value for 
every dollar we spend,” Mr. Stet- 
ler emphasized. 

“That is why we in ANA are 
determined to make the Radio 


Council work. 

“The Radio Council, announced 
at the ANA’s annual meeting last 
November, still has not started 
operations formally, Mr. Stetler 
told AA. A managing director— 
at a reported salary of $30,000 an- 
nually—still remains to be named. 
Until he is, the council’s work to 
serve advertisers using radio will 
not be shaped. The bulk of its 
$50,000 annual budget, contributed 
by such major radio advertisers 
as General Foods, General Mills, 
Procter & Gamble, Lever Bros. and 
Standard Brands, is still unspent.” 

Robert F. Elder of Lever Bros., 
chairman of the council, was un- 
able to attend the meeting. 


Strom Advanced 


Les Strom, head of the radio 
research division of Industrial 
Surveys Company, Chicago and 
New York, has been appointed 
manager of the national opinion 
panel division. Chesebrough Mfg. 
Company, New York, has retained 
the company for continuing na- 
tional consumer panel services for 
data on Vaseline. 
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COLUMBUS . . . and the economics of foreign trade 


What goaded Columbus to sail from Spain 


coward the setting sun . 


. . through seas where 


no man had gone before? 


The markets of India! Yes, that was the real goal 
... To find a shorter and less costly route to 


India... To return 
other products that 


with silks, spices, ivory and 
meant a great profit to the 


Spanish crown and the traders . . 


Today this is a different world — there are no 


new geographical areas to discover . . 


the same world, too 


. But it is 


For today people still trade for a profit... And 


the most successful traders are the ones who offer 
buyers the goods and services they really want 
... atareasonable price ... Those are the traders 
with whom people like to deal .. . 


As publishers of business magazines which serve 
the overseas automotive trade, the Latin Amer- 
ican industrial and construction industries and 
the pharmaceutical and allied fields — we have 
always known the requirements for success in 


foreign trade... 


That's why we have been constantly improving 
our publications for the past 25 years. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


NEW YORK PHHADELPHIA BOSTON CLEVELAND CHICAGO DETROIT SAN FRANCISCO 
LOS ANGELES ATLANTA WASHINGTON BUENOS AIRES MEXICO CITY RIO DE JANEIRO 


INTRODUCING COSMETRON—Delet- 
trez, Inc., New York, in combination 
with Sylvania Electric Products Co., 
New York, will introduce in the Chicago 
market this month this combination 
package of Cosmetron oil combined 
with a Cosmetron lamp. Delettrez says 
that if used from three to five minutes 
a day, the facial treatment is equiva- 
lent to a daily salon treatment. Cos- 
metron comes in a pink, grey and white 
package, to retail for $6.50 plus tax. 


Bendix Launches 
Strongest Drive 
for Home Laundry 


SouTtH Benp—Bendix Home Ap- 
pliances’ fall advertising cam- 
paign, the most intensive it ever 
launched, will include full-color 
insertions in 10 magazines, a 
strenger dealer cooperative drive 
in newspapers, 8,000 outdoor post- 
ers and minute movies for theater 
showings. 

The magazine ads will empha- 
size the “workless washing” theme 
which Bendix has stressed for 
years. This fall, each ad will 
show the housewife away from 
home while the Bendix Automatic 
Home Laundry washes her laun- 
dry. 

The campaign is running in 
American Home, Good Housekeep- 
ing, House Beautiful, Ladies’ Home 
Journal, Life, McCall’s, Parents’ 
Magazine, The Saturday Evening 
Post and Woman’s Home Com- 
panion. It will continue through 
the winter. 

The outdoor drive will include 
24-sheet posters in every state in 
the nation (AA, Sept. 2). The 
minute movie will be shown in 
theaters where dealers can handle 
the arrangements. 

Tatham & Laird, Chicago, 
handles the account. 


Buys Missouri Plant 


Chris-Craft Corporation, Al- 
gonac, Mich., has purchased a new 
plant in Caruthersville, Mo., 


where manufacturing operations 
will begin shortly on part of the 
new 1947 fleet of Chris-Craft 
motor boats. The company now 
has plants in six Cities. 


Kelley Names Norton 


F. Earl Norton, formerly with 
New Equipment News and with 
Canadian Westinghouse Company, 
Hamilton, has been named an ac- 
count executive in the Toronto 
office of Russell T. Kelley. 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


OVER 
500,000 SUNDAY, 
400,000 DAILY 
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... just another reason why The Chronicle is nat in Houston 


on MATTER is a serious business with 
Houstonians. That’s why The Chronicle — 
daily and Sunday — publishes more funnies, 
comics that is, than any other newspaper in 
Texas. 


America’s favorite comics — such as those ap- 
pearing in The Chronicle — are a top form of 
reading with adults as well as children. Day by 
day these strips unfold the lives and careers of 
comic characters as though they were real 


The Houston Market is sold 
when your story is told 
ee. in The Chronicle 


people. And readers, acceding to simple, human 
emotion, share the ups and downs of their 
cartoon friends with breathless suspense. 


This day-in and day-out interest in Chronicle 
comics maintains a reader following which 
pays big dividends to Chronicle advertisers. 
Publishing more funnies than any other Texas 
newspaper is still another proof of The 
Chronicle’s leadership and readership in this 


major market. 


THE HOUST 


CHRONICLE — 


R. W. McCARTHY THE BRANHAM COMPANY 


National Advertising Manager National Representatives 


"Bey st In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR _ 
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Commercial Color 


Television Permit 
Sought by CBS 


FCC Hearing 
May Bring Video 
Battle to a Head 


NEw YorK—The time has come, 
says the Columbia Broadcasting 
System, to talk of licensing com- 
mercial color-television stations. 

Satisfied that ultra high fre- 
quency color video has_ been 
proven feasible but that it can be 
further advanced only through 
commercial use, CBS has peti- 
tioned the Federal Communica- 
tions Commission to adopt stand- 
ards for and authorize commercial 
operation of ultra high frequency 
color television stations. 


To expedite these steps, CBS’ 


president, Frank Stanton, sub- 
mitted a set of recommended basic 
standards, asked FCC to call a 
hearing at which CBS and others 
might testify on these proposals, 


and invited FCC staffers to visit 


CBS’ laboratories to see for them- 
selves what Columbia has done, 
“almost single-handed,” in color 


| video. 


The move by CBS promises to 


_bring to a head a long simmering 
battle between color video pro- 


ponents and black and white tele- 
vision advocates, who have been 
choosing up sides for months and 
occasionally throwing printed jabs 
at each other. Color claims by 
far the fewest followers, but has 
an undaunted champion in CBS, 
which firmly believes that “a truly 
nationwide and competitive tele- 
vision system .. . must find its 
lodging higher up in the spectrum 
where more space exists and 
where color pictures and superior 
monochrome pictures can be de- 
veloped through the use of wider 
channels.” 

The proposed standards for color 
video in the 480-920 megacycles 


band, CBS pointed out, do not 
affect the standards set for present 
black and white television in the 
lower bands. 

Admitting that authorization of 
commercial ultra high frequency 
video ‘may hasten obsolescense of 
existing receivers,” the network 
cited that “such authorization will 
minimize the ultimate loss to the 
public through obsolescence” be- 
cause the public’s investment in 
video sets now “is comparatively 
negligible’ and because such au- 
thorization ‘‘will accelerate pro- 
duction of receivers which will 
have enduring usefulness and 
which, therefore, will be protected 
against rapid obsolescense.” 


Same Costs Involved 


CBS could put its experimental 
color station in New York on a 
commercial basis almost immedi- 
ately upon the granting of a 
license, according to network of- 
ficials. Operation of WCBW, CBS’ 
black and white video outlet, prob- 
ably would be continued “at least 
for a time.” 

Color television, a Columbia of- 
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From May 17 to June 1 an unauthorized newspaper drivers’ strike 
prevented delivery of Philadelphia newspapers. During the strike, 
hundreds of readers of The Bulletin, unable to get their favorite 


newspaper, telephoned The Bulletin offices for information and 


news. To accommodate them, we put on many trained operators and 


extra telephones to handle the calls. These are a few of the ques- 


tions answered on a few of the subjects that regularly are covered 


in the newspaper with the largest evening circulation in America. 


In Philadelphia—nearly everybody reads The Bulletin 


ficial said, will cost sponsoring ad- 
vertisers no more than black and 
white video. 

Additional developments in tele- 
vision during the past fortnight: 

The American Broadcasting 
Company expected momentarily 
to receive an FCC license to estab- 
lish a television station in New 
York. ABC presently airs its 
video programs through DuMont’s 
WABD. 

The Toledo Blade withdrew a 
black and white license applica- 
tion, indicating intention of refil- 
ing for an experimental color 
permit. 


Others Active 


The Cherry & Webb Broadcast- 
ing Company, Providence, licensee 
of WPRO, was granted a permit to 
test ultra high frequency tele- 
vision. 

A 50,000-watt CBS affiliate, the 
Louisville Times and Courier- 
Journal’s WHAS, deciding not to 
wait for color video, got an FCC 
grant to set up a $150,000 black 
and white station. 

Scripps-Howard Radio signed a 
contract with the DuMont Labora- 
tories to install equipment for 
Cleveland’s first television station. 
The equipment, including a 5,000- 
watt transmitter, will cost more 
than $250,000. Installation is to 
be completed by mid-April, 1947. 

Philco and NBC signed an agree- 
ment, called the first of its kind, 
providing for exchange of com- 
mercial and sustaining programs 
between the radio manufacturer’s 
station, WPTZ, Philadelphia, and 
the network’s station, WNBT, New 
York. 


Televise Baseball 


NBC obtained exclusive rights 
to television coverage of last 
week’s National League pennant 
playoffs between the Brooklyn 
Dodgers and St. Louis Cardinals 
at Ebbets Field, and planned to 


oer 
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feed the pickup via WNBT to 
WPTZ. 

ABC got exclusive video rights 
to the American Legion conven- 
tion in San Francisco and planned 
to film the proceedings for release 
on the network’s five visual out- 
lets: WABD, New York; WBKB, 
Chicago; WPTA; WTTG, Washing- 
ton, and WRGB, Schenectady. Cost 
to ABC, said Paul Mowrey, tele- 
vision director, would be “in ex- 
cess of $10,000.” 


VIDEO LOOKS HOT 
FOR PREMIUM DEALS 


New YorK—Television looks 
like a potent premium merchan- 
diser to B. T. Babbitt, Inc., 
cleanser manufacturer, on the 
basis of a test program televised 
late last month over the ABC out- 
let, WABD, in New York. 

Making the ffirst full-fledged 
premium offer ever telecast, Bab- 
bitt, maker of Bab-O, offered an 
Egyptian scarab costume pin to 
the video audience for a Bab-O 
label and 25 cents. Babbitt spon- 
sored a video version of ABC’s 
“Ladies Be Seated,” an audience 
participation show, for the test. 
Duane Jones Company is the 
agency. 

Robert Brenner, advertising di- 
rector of Babbitt, reported last 
week that “we estimate we re- 
ceived requests for the pin from 
over 4% of the known television 
homes in the territory reached by 
this telecast. This is a greater 
percentage of returns than we 
have ever received from a one- 
time shot in any medium.” 


WBET to Be Aired Soon 


Station WBET, Brockton, Mass., 
owned and operated by Enterprise 
Publishing Company, publisher of 
the Brockton Daily Enterprise, 
will be in operation about Nov. 1. 
Charles A. Fuller is general man- 
ager, and Paul A. Belaire, adver- 
tising manager. 
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84% since 1939. 


ASSOCIATTO PRESS. 


METROPOLITAN OAKLAND 


oe, 


POTENTIALITIES 
UNLIMITED 


® Over $700,000,000 in retail sales in 1945. 


©1226 diversified industries—millions of dollars being 
spent on construction programs. 


® 735,000 potential customers living in a 733 square mile 
area of industry and agriculture—43% population in- 


®@ Mainland terminus of transcontinental trains and Pa- 
cific waterways—air and highway center of 11 Western 


And still plenty of room for expanding! This growing market is 
where your advertising dollar will show profit. The Tribune is 
your logical medium with a total daily circulation increase of 


TOTAL NET PAID CIRCULATION 


paity 142,832 sunnay 155,093 


A.B.C. Publisher's Statement, March 31, 1946 
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WILLIAMS, LAWRENCE ” CRESMER  —e 

ional Representatives Including Sunday Magazine Section. ‘ 

| Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. — 
- Member: AMERICAN NEWSPAPER PUBLISHERS’ "ASSN. 
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Cincinnati 
puts the 

Miner in the 
|. Major league 


Xt ye, 


Cincinnati, as bituminous coal headquarters of the nation, is activity center 


of the finest soft coal area in the country and is the most important mar- 


keting place of high volatile coal in the U.S. Greater Cincinnati handles, 


or aids in the sale of, 50 million tons of Black Gold a year... with a 


conservative value of $200 million. This is but a single aspect of Greater 


Cincinnati’s vast commercial nature, which creates manufacturing payrolls 


Home of the Cincinnati Times-Star 


Aachedinn ecinnet tenia, ten sedions ent emandton, exeeding $260 million annually. Wise advertisers know this mature market 


Cincinnati daily newspapers, during the year ending June 
30, 1946, carried the following general display linages: for the breadth and solidity of its wealth and for its rich returns to sellers 
Times-Star, 2,561,194; other evening paper, 1,704,802; 


morning and Sunday papers combined, 2,014,043. , 
. has of dependable goods and services. 


HULBERT TAFT, President 
ond Editor-in-Chief 


( smes-star ADVERTISING OFFICES: 


NEW YORK 17, N.Y. 
60 East 42nd Street 
Albert H. Parker, Mgr. 


CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 
Fred D. Burns, Mgr. 


WEST COAST REPRESENTATIVE: 
John E. Lutz, Chicago 11 

-.. IN ADVERTISING 435 North Michigan Ave. 

Owners and operators of Radio Station WKRC AN D DAILY C IR ULATI oO N 
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Four A's Progress 
ls Outlined for 
Members of ANA 


ATLANTIC Crty—aAt the first ses- 
sion ever held by the American 
Association of Advertising Agen- 
cies at an ANA meeting, agency 
executives last week told of 
progress which the Four A’s is 
making in the four “areas” of 
personnel, fact-finding, improve- 
ment and understanding. 

James H. S. Ellis of Kudner 
Agency, New York, chairman of 
a special committee on educa- 
tion and training for advertising, 


announced the publication of a 
booklet on “The Structure of the 
Advertising Agency Business,” for 
candidates for examinations spon- 
sored by the Four A’s. 

A nationwide examination will 
be held annually by local councils 
and chapters. One section aims 
to measure the general intelli- 
gence and aptitude of candidates; 
another to bring out special 
knowledge of advertising which 
candidates have gained from ex- 
perience or academic training. 


May Choose Test Basis 


Each candidate, the booklet ex- 
plains, may choose the sections 
“which he feels provide a fair 
test of his ability,” and will be 
graded only on that section. Since 
different agencies have different 
needs, this gives each candidate 


an opportunity to identify himself 
to the agency or agencies where 
he might fit. The booklet tells, 
among other things, of the place 
of advertising in the economy, 
how advertising works, how the 
agency serves its client, sources 
of agency compensation, and how 
the agency serves media. 

The 1,600 agencies in the coun- 
try serve 10,000 or more “national” 
advertisers, it is explained, in ad- 
dition to sectional and local ad- 
vertisers. About 600 are recog- 
nized by the newspaper, maga- 
zine and business paper associa- 
tions, and about 800 by the Agri- 
cultural Publishers Association. 
More than 200 are recognized by 
all four associations. 

“The 1,600 agencies employ less 
than 25,000 people,’ and handle 
a total annual volume of about 


$900,000,000. Of the total annual 
agency income of about $135,000,- 
000, ‘about two-thirds is paid out 
in salaries and other compensa- 
tion” for officers and employes. 
The remainder covers other costs 
and “with good fortune and sound 
management, a reasonable profit.” 


Handle Most National Ads 


The Four A’s, reported John C. 
Cornelius of Batten, Barton, Dur- 
stine & Osborn, who summarized 
the Four A session, is Composed 
of 185 agencies “who handle well 
over two-thirds of the volume of 
national advertising.” It has ‘27 
national committees .on which 
some 210 agency people work at 
one time.” 

H. H. Kynett of Aitkin-Kynett 
Company told of a Four A study 
of four Washington, D. C., dailies, 
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cessful national campaigns. 


OTHER DONNELLEY SERVICES 


DEALER HELP MAILINGS 


In building up your dealer organiza- 
tion, Donnelley offers a highly suc- 
cessful method of compiling mailing 
lists of your dealers’ best prospects. 
Services include creative planning, 
printing, dealer imprinting, address- 


Donnelley mailing lists cover the max- 
imum number of families that can be 
reached by mail in the United States. 
Such mailings embrace sampling, 
couponing, mail order or general ad- 


CONTEST PLANNING 


Unique in the business is the merchan- 
dising experience, flexibility in ser- 
vicing, executive judging, and financial 
responsibility which Donnelley offers 
... ample reasons why Donnelley has 
judged most of the major contests 
sponsored during the past ten years. 


SELECTIVE MARKET 


Through a combination of many in- 
dices, Donnelley has developed highly 
effective mailings to selective markets 
whose merchandising value has been 
proved by exhaustive tests and suc- 


A good premium alone is not enough. 


———_ 


Does your Premium Plan qualify? 


As much thought should go into the handling plan as into 
the selection of the premium itself. 


Donnelley believes that the good-will angle of any premium 
promotion is the key to its success. That is why we insist 
upon merchandising-minded supervision of every premium 
handling detail. 


Long experience in handling millions of replies from contest, 
direct mail and mail order campaigns has made every 
Donnelley operator alert to recognize any premium request 
which deviates from the normal or merits special attention. 


Donnelley does not broker premiums, but if consulted early, 


can assist in the development or selection of them. 


On your next premium promotion, why not consult with 


us early. 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


305 EAST 45th STREET 
NEW YORK 17, N. Y. 


} THE REUBEN H. DONNELLEY CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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through the Elmo Roper organi- 
zation, covering reader  break- 
down by income grsups and over- 
lapping circulation. The findings 
are not yet available. This is the 
first study of the kind made by 
the association siace 1939. Simi- 
lar studies probably will be made 
of newspapers in at least 15 other 
major markets. 

The Four A’s will announce 
soon a copy censorship plan, under 
a committee headed ‘ey Allen L. 
Billingsley of Fuller & Smith & 
Ross. 

Findings in a preliminary pilot 
study among “men behind man- 
agement’”’—directors, major stock- 
holders, bankers, lawyers and 
others—were shown to the meet- 
ing by Fairfax M. Cone of Foote, 
Cone & Belding, chairman of a 
special committee on presentation 
to advertisers. Even when the as- 
sociation has decided what to do 
about them, the findings prob- 
ably will remain confidential. 


‘American Knit’ Glove 
Week Set for Nov. 18-23 


The Association of Knitted 
Glove & Mitten Manufacturers 
have designated Nov. 18-23 as 
National “American Knit” Glove 
Week. Prizes totaling $850 will 
be awarded to various store ex- 
ecutives for preparing the “most 
outstanding” coordinated promo- 
tion in connection with the week. 


Enters New Field 


A new aluminum combination 
storm window and screen manu- 
factured by Eagle-Picher Com- 
pany, Cincinnati, is being intro- 
duced this fall in full page black 
and red advertisements in Amer- 
ican Home and Better Homes & 
Gardens, and black and _ white 
pages in Collier’s and Time. Need- 
ham, Louis & Brorby, Chicago, is 
the agency. 


Promotes Night-Latches 


Yale & Towne Mfg. Company, 
Stamford, Conn., and New York, 
this month will promote six new 
night-latches in hardware trade 
publications and in The Saturday 
Evening Post. James Thomas 
Chirurg Company, New York, is 
the agency. 


Rosefield Alters Show 


“Skippy Hollywood Theater,” 
sponsored by Rosefield Packing 
Company through Garfield & 
Guild, San Francisco, will be pro- 
duced by Les Mitchell, and the 
recording location will be changed 
to the Universal Recorders, Hol- 
lywood, effective Jan. 1. 


Two Join Burton Browne 


Glenn E. Martin, formerly copy 
chief of M. Glen Miller Adver- 
tising, and David O’Connor, pre- 
viously copy chief in the Detroit 
office of Fred Eldean Organiza- 
tion, have joined the copy staff of 
Burton Browne Advertising, Chi- 
cago. 


American Chicle Appoints 

American Chicle Company, New 
York, has appointed the Sao Paulo 
office of McCann- Erickson to 
handle all advertising of Adams 
Chiclets and Sen Sen confection 
in Brazil. 


Advertising Age 


The National Newspaper of Marketing 
100 E. Ohio St., Chicago 11, Ill. 
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trade Concentration of ‘Readers’ Preference” 
Kis | highest paid circulation in 


| | What's the Reason? 


pro- Simply this . . . when ONE publication gives its readers 
Hol- | ALL the news of their industry, they tend to concentrate 
their reading in that publication. CONCENTRATION 


iver- pays them well in valuable reading time saved. 


ft of This CONCENTRATION leads advertisers to CONCEN- 
TRATE their advertising in The Journal, and this means 
New added benefit to the reader because advertising too, is 


in | NEWS! 


— | EXPERIENCE PROVES ... IT PAYS TO CONCENTRATE. 


*The Journal carried almost twice the number 
of advertising pages of any other oil publica- 
tion last year. 


gives The Journal the 
its history. 


No. b of a series, 


designed to help oil 
men get more from 
their valuable read- 
ing time . . . and 
advertisers a greater 
return from their in- 
vestment. 

This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas journal. 


PUBLICATION OFFICE: TULSA 3, OKLAHOMA ® OFFICES: NEW YORK, PITTSBURGH, CHICACO, LOS ANGELES, HOUSTON, ENCLAND, CANADA 
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Court Fines A&P 
Group $175,000; 
4 Held Guiltless 


DANVILLE, ILL. — The New York | 
Great Atlantic & Pacific Tea Com- | 
pany and 24 officers and subsidi- | 
aries have been fined $175,000 by 
the federal court here, following | 
their conviction of anti-trust vio-| 
lations (AA, Sept. 30). 

Judge Walter C. Lindley re-, 
versed his previous ruling as it! 
applied to four of the 29 defend- | 


ants. Held not guilty were: Great| highest on record. The New York, | 
Atlantic & Pacific Tea Companies | 


of Delaware and Vermont, Ameri- 
can Coffee Corporation, and Fran- 
cis M. Kurtz, vice-president of 
American Coffee. 

No prison sentences were im- 
posed. Then defendants were 
fined $10,000 each, including John 
and George Hartford, chief execu- 
tives of A&P. Others, including 
Carl Byoir, public relations coun- 
sel, were fined $5,000 each. 

Five defendant corporations 
were ordered to pay costs in the 
case, expected to be among the 


Chicagq 


Nefender 


IN EXCESS OF 200,000 — : 
i ABC MEMBERSHIP > 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


New Jersey and America A&P 
corporations, Atlantic Commission 
Company and Business Associates 
will bear the costs, providing A&P 
does not win its coming appeal of 
Judge Lindley’s decision. 


Four Omaha Stations 


Plan Joint Campaign 
Stations WOW, KFAB, KOIL 
and KBON, Omaha, have joined 
in a cooperative advertising cam- 
paign which includes three phases, 
For one, the October issue of 
WOW’s monthly, “News Tower 
Magazine,” is carrying the Sunday 
afternoon and all evening sched- 
ules for all networks. The second 
phase is an eight-page newsprint 
tabloid which was distributed to 
62,000 Omaha homes along with 
an Omaha shopping guide on Oct. 
1. A display ad in the Omaha 
World-Herald was used to call 
attention to the tabloid distribu- 
tion. 
The final phase of the campaign 


includes a series of seven 6-col- 
umn ads in Lincoln newspapers, 
giving the complete schedule of 
the network stations with Station 
KFOR representing ABC in Lin- 
coln in place of KOIL. 


Plans Twindow Plant 


Pittsburgh Plate Glass Company 
has plans for the construction of 
a fabricating and assembly plant 
for its new double-glazed insulat- 
ing Twindow unit. The plant will 
be located in Creighton, Pa., ad- 
joining the present plate glass 
plant. Construction will begin as 
soon as approval is granted by 
CPA. 


Arvey Increases Space 


Arvey Corporation, maker of ad- 
vertising displays, has just about 
completed a new factory building 
on the site of its Chicago plant at 
3468 N. Kimball Ave. The new 
building will give the firm an ad- 
ditional 80,000 square feet of pro- 
duction capacity. 


the airlines are big business —— 
keeping them informed is our business 


U.S. 


DEPARTMENT OF COMMERCE — WEATHER 


BUREAU — OCEAN FORECAST 


merican 
viation 


Advertising Age, October 7, 1946 


Business Editors 
Favor ‘Easier’ 
Consumer Credit 


New YorkK — Although unani- 
mous in opposing permanent con- 
trol of consumer credit by the 
Federal Reserve Board, members 
of the National Conference of 
Business Paper Editors are di- 
vided as to whether existing re- 
strictions should be continued or 
rescinded at this time. 

A survey of conference mem- 
bers, however, reveals that a slight 
majority of the editors believe that 
moderate expansion of consumer 
credit would be desirable now. 

Some editors of merchandising 
and distribution papers favored 
maintenance of credit curbs be- 
cause of inflationary pressure 
caused by acute shortage of con- 
sumer goods. The other group of 
editors believed that arbitration 
restrictions on instalment buying 
should be lifted to permit “nor- 
mal’ purchases of durable goods 
as production increases. 


Divided on Regulation W 


Business and industrial groups 
recently have expressed strong op- 
position to the Federal Reserve 
Board’s Regulation W, and its re- 
'quest to Congress for permanent 
'control of consumer credit. Regu- 
lation W, introduced in 1940 as a 
-wartime anti-inflation measure, 
|'requires down payments of one- 
third of the purchase price and 
limits instalment contracts to 12 
‘months on about 40 consumer 
items, including automobiles, fur- 
niture and home appliances. 

“As long as we have price con- 
trol, which limits production,” one 
group contended, “the more neces- 
sary it is to control consumer 
/credit in order not to stimulate 
‘consumer demand.” The other 
| stressed the need for a “reasonable 
and flexible system of consumer 
credit regulations, which does 
everything possible to maintain a 
| steady flow” of products. 


Paris & Peart Acquires 
Whole R&H Beer Account 


Rubsam & Hormann Brewing 
Company, Staten Island, N. Y., has 
appointed Paris & Peart, New 
York, to handle all advertising 
for R&H beer and ale, effective 
Oct. 1. The agency has directed 
radio advertising for R&H for two 
years, and is currently placing 
newspaper insertions of 1,000 lines 
in the metropolitan area. 

Samuel C. Croot Company, New 
York, formerly split the company’s 
advertising account with Paris & 
Peart. 


— 


~~ OIL WEEKLY 


OF 
PRODUCT IMPROVEMENT 


When the war with Japan ended, 
The Oil Weekly immediately put 
into operation its standing plans to 
follow its readers’ operations abroad. 
The editors of The Oil Weekly are 
traveling 200,000 miles a year . 
half of it by air over oceans and 
continents . . . to get real ‘“‘local 
color’ for the monthly International 
Feature issues. 

It is significant that the paid for- 
eign circulation of The Oil Weekly 
today is 92% above what it was when 
the war ended, 

1946 editorial itineraries embrace 
Asia, Europe, the Far East, the Near 
East, the Southwest Pacific and fur- 
ther field work throughout the entire 
South American continent. 


The OIL WEEKLY 


Houston New York Cleveland 
Chicago Tulse los Angeles 
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TOS ste AS cachet CP atone wr 


A long list of manufacturing and service companies advertise in The United 
States News. These advertisers know that the majority of United States News 


subscribers consider it the most important magazine in the country —to them. 


Here’s how The United States News ranks among 6 non- 
fiction magazines in several important classifications: 


In Media advertising ...........+...+. the United States News...ist... with 28 accounts 
In Railroad advertising............. The United States News... 1st ... with 26 accounts 
In Industrial Development advertising ... The United States News... 2nd... with 18 accounts 


In Bank and Investment advertising .... The United States News... 3rd... with 27 accounts 


P. |. B. first 6 months 1946. 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


corporate and family buying 


Daniel IV. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


The Most Economical Medium to Cover the Concentrated Bull's Eye Market 
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The A&P Court Decision 


In spite of the welter of state- 
ments which has resulted from the 
federal court decision in Danville, 
Ill., in the Great Atlantic & Pacific 
Tea Company case, we doubt very 
seriously that anyone, including 
the defendants, was surprised at 
the outcome of the long-drawn 
litigation. A higher court may 


watched the progress of the case 
carefully, and have noted the pat- 
tern in other anti-trust cases, must 
have known that Judge Lindley’s 
decision was almost inevitable, 
and that relief, if any, must come 
from the legislators rather than 
the courts. 

In a post-verdict statement, the 
defendants asserted that the 
court’s ruling knocks the props out 
from under the entire U. S. busi- 
ness system, because “the pattern 
of our operations is so usual that 
no sizeable business in America 
can now hope to defend itself 
against the attacks of the anti- 
trust division.” 

With this conclusion we do not 
agree. A careful review of the 
case indicates that the operations 
of Atlantic Commission Company, 
an A&P subsidiary, were found 


particularly obnoxious by the 
court, and that these operations 
played a major and perhaps a de- 
ciding role in bringing about the 
conviction. 


This and similar cases do em-!' 


phasize, however, that the rules 
of the game (and more important 


| still, the interpretation of. those 
find differently, but those who have | 


rules) has changed drastically in 
recent years. The simple fact is 
that ‘free enterprise” and a “com- 
petitive economy,” as our grand- 
fathers would have understood the 
words, have disappeared, never to 
return. For better or for worse, 
we have embarked upon a course 
from which there is no turning 
back. Our freedom of enterprise, 
our system of “competitive Ameri- 
can business”’ still exist, but within 
more narrowly prescribed limits 
than ever before. 

Some of the controls of expedi- 
ency, placed in effect during the 
war, will disappear sooner or later. 
But the basic philosophy of cir- 
cumscribing the limits of business 
operation within areas which are 
believed, correctly or no, to guard 
the general welfare, is here to stay. 
We might as well get used to the 
idea. 


Management's Ivory Tower 


The advertising campaign which 
N. W. Ayer & Son has been run- 
ning to discuss general business 


self up from the bottom. 
The reasons are many and ob- 
vious. The top management man 


and economic conditions has| who came up from the ranks cer- 
seemed to us unusually sensible| tainly was not an “average” or 
and sound in most respects. For|even a “good” worker. He must 
that very reason it pains us to dis- have been exceptional or he 
agree, almost violently, with the|wouldn’t have come to the top. 


latest piece of copy in this series. | And by the very fact of his ex-| 


Perhaps you remember it. It | ceptional ability, he could not 
was headed, “Does Management| have been typical, nor have recog- 
Sit In an Ivory Tower?” and it re- | nized the typical problems of the 
lated how a study of the 50 largest typical worker. And what is more 
businesses in America showed that! important, the man who worked 
the men who now are top manage- | 60 hours a week for $13.40 cannot 
ment started at the bottom—one | understand—unless he be the rare 
for $1.50 a week, 11 for less than! exception which proves the case 
$5 a week, and so on. |—why anyone should think he has 

“The average starting wage of,a grievance if he gets four times 
all 143,” it said, impressively, “was | that much money for working half 
$13.40 a week. Isn’t it reasonable|as long. He may say he under- 
to believe that when a man Starts | stands, he may think he under- 
at the bottom of the ladder, work-| stands, but deep down somewhere 
ing for $13.40, he knows the feel | he remembers his own working 
of the rungs all the way up?” | conditions, his long hours and his 

The answer is no. He knew the| meager pay, and he shakes his 
feel of the rungs all the way up | head in complete bafflement. 
when he was climbing them, but It seems to us one of the most 
he is the most exceptional of men | important tenets of good labor re- 
if he knows them now. Any labor | lations for all the self-made men 
relations man will tell you that the} to realize they don’t know all the 
toughest management man to deal | problems and all the mental re- 
with is the man who worked him- | actions of today’s workers. 


_—_— 


Copy Slant 

Plymouth dealers told the com- 
pany that to sell women, they had 
to “get them into the car!” Sin- 
ister as it sounds, the salesmen 
meant that women would appreci- 
ate the various values of the auto- 
mobile to them, once they were 
inside. The new Plymouth has 
doors fitted with safety catches, 
which have to be released before 
opening, obviously a selling point 
for the mother who has to keep a 
wary eye on the offspring while 
she weaves through traffic. Plym- 
outh, through N. W. Ayer & Son, 
uses the theme in its October copy 
in Ladies’ Home Journal: 

“Careful of the Cargo... that 
clever lock on the back doors. . 
you have to pull up the button 
before you can turn the handle 
... restrains tiny fingers! There’s 
that soft, downy safety roll of 
padding on the back of the front 
seat, so the ‘young ’uns’ won’t 
thump if we hit a bump... .” 
Sounds a little precious, but there 
probably are many mothers who 
would welcome those things in a 
car, just as there are fathers who 
would welcome a car of any kind. 


Lucifer Ladies Out 

We’ve been meaning to tell you 
about A. P. Bondurant, vice-presi- 
dent and advertising director of 
Glenmore Distilleries 
who told the National Retail 
Liquor Package Stores Association 
in San Francisco that dealers were 
hurting themselves by unwise ad- 
vertising practices. 

They provided Drys with ready- 


Company, 


'made ammunition, Mr. Bondurant 


said, by such practices as adver- 
tising in Sunday newspapers, us- 


|ing pinup-girl book matches, and 


advertising that smacks “of smut, 
rather than smartness.” National 
distillers have foresworn Sunday 


|editions, he pointed out, as well 


as school and church publications, 
and he advised retailers to follow 
suit. Wholesalers who use calen- 
dars replete with saloon art are 
also foolish, Glenmore’s promo- 
tional boss thinks, since while they 
may attract attention, they make 
a poor impression. 


Smartly Done 


We’re a sucker for good promo- 
tion, and The Atlantic Monthly’s 
latest ad is top-notch. Says the 
Atlantic: ‘‘We have one subscriber 
in all of Comanche, Texas,” but 
goes on to report that the At- 
lantic’s apostle is “president and 
director of 17 general merchandise 
stores, vice-president of the local 


bank, president of the gas com- 
pany, vice-president of a peanut 
company, and a member of the 
Texas Hereford Association.” He 
also owns 5,250 acres of Comanche 
County, divided between a ranch. 
farms and orchards. The maga- 
zine gets across its idea well: not 
how many you hit, but whom. 


Add Heroes 


The Bakery News Bureau re- 
cently set its teletypes to clacking 
with the news that “The Bakery 
News Bureau will dedicate the 
month of October to honor one of 
America’s unsung civilian war 
heroes: The baker.” It would be 


.|nice if another man who dared 


the hell of the retail counter dur- 


ing the recent unpleasantness, the | 


butcher, could be worked into the 
act, Maybe they could be awarded 
the Purple Chop and the Distin- 
guished Cross Bun. 


Gilding the Lily 

One thing that has puzzled us 
is the illustrations used by founda- 
tion makers. Did you ever see a 
photo of a gal wearing a girdle 
who looked as if she needed one? 


Jottings 

The Board of Temperance, 
Methodist Church, Washington, 
advises us that there are other 
drinks besides alcohol, listing cit- 
rus soda, raspberry shrub, orange 
malted milk and_ raspberry 
orangeade. . . 

And did we ever tell you about 
the horticulturist who defined his 
occupation as “gelding the lily’? 


Six months ago, Duane Jones) 


Company ran an ad in New York 
dailies asking for the toughest 
market of any advertiser. The ad 
said the agency had $10 million 
in billings. It repeated the ad 
recently, noting that it was the 
same—except that the agency has 
$12 million in billings now... 

Travel Bureau, Inc., Berkeley, 
Cal., has fixed things up so you 
may have an air trip, hotel ac- 
commodations, and conducted tours 
through Hawaii. Just $590 for the 
nine-day jaunt. Which probably 
will appeal to anyone who hasn’t 
seen the Magic Isles since before 
| Sa 

Cotton Valley Cosmetics, New 
York, will shortly market “Cotton 
Valley,” a perfume which “reflects 
the freshness, the fragrance and 
the delicacy of the products them- 
selves.” “Get those cotton-pickin’ 
hands off me” may now be a com- 


'pliment. . . 


The following documents may 
_be secured without charge from 
‘companies sponsoring them, or 
‘through ADVERTISING AGE, by any 
national advertiser or advertising 
/agency executive writing on his 
'business letterhead. Address Ap- 
-VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


‘No. 2695. Rate and Data Catalog 

for the High School Market. 
_ Advertising rates and statistical 
data covering 429 high school 
'newspapers are contained in this 
‘booklet issued by Richmond Ad- 
| vertising Service, publishers’ rep- 
resentative for high school pub- 
|lications. The papers included, 
|'which have a total circulation of 
714,322 teen agers, are distributed 
iin 36 states and the District of 
Columbia. 


|No. 2696. How Dealers and Ar- 
chitects Rate Consumer Maga- 
zines. 

This survey, made by the re- 
search division of Better Homes & 
Gardens, compares magazine rank- 
ings to show the trend in prefer- 
ences. In two sections, the first 
is a report of identical studies 
made in 1941 and 1946, broken 
down into separate reports for 
dealers in paint, oil and glass, 
lumber, hardware, electrical sup- 
plies, furniture and home fur- 
nishings, as well as a picture of 
“all retailers.” Part two covers 
a 13-year period, with a 1941-46 
study showing figures comparable 
to those of a 1933-37 study. Deal- 
ers were asked questions relating 
to readership, editorial preference 
and advertising preference, and 
architects were asked the first two 
questions. 


|No. 2697. Directory of Dallas 
County Manufacturing Plants. 


| The Dallas Chamber of Com- 
merce has prepared this mimeo- 
graphed alphabetical list of manu- 
facturing plants in the city of 
Dallas and Dallas County as of 
July 31, 1946. Products are listed 
opposite manufacturers’ names, 
and a code indicates the number 
of employes and territory served. 


No. 2698. The Baking Industry 
and How to Sell It. 


| Bakers Weekly has issued this 
'52-page study of the baking in- 
‘dustry, showing how it is organ- 
ized, how it buys and how it 
merchandises its products, with 
|charts depicting buying practices 
‘and supply house functions. A 
|picture section shows how ingre- 
| dients, equipment and supplies are 
‘actually used. 


|'No. 2674. Hospital Laundry Sur- 
vey. 
Hospital Management has issued 
this report of a survey of laun- 
dry methods and procedures, sug- 
|gesting the vast size of the hos- 
| pital market for laundry equip- 
‘ment and supplies. Of ques- 
,tionnaires sent to 1,002 hospitals, 
| 419 replies were received from 
nearly 42% of the superintendents 
|addressed, 320 of whom reported 
| that their hospitals operate power 
| laundries. 
No. 2655. Who Advertises What? 
The Iron Age Data Folder. 
Why the Iron Age. 


The Iron Age, Chilton publica- 
| tion, has issued these new folders, 
| the first of which contains a page- 
| by-page analysis of its advertising 
during 1945. The second provides 
a wealth of information about the 
metal-working industry and how 

The Iron Age covers it, and the 
third contains a study of the pub- 
lication’s readership. 
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Hong Kong offers cassia buds, tsinglee 
canes... Brazil, hardwoods from Cuaruba 
... Bermuda, lily bulbs... Port Said, senna 
leaves, spices, trocas . . . Nigeria, python 
skins, chili pepper . . . China, calicos and 
duck feathers... Italy, cameos, filagrees... 
Mexico, huaraches, leather work . . . Fiji, 
tortoise shells . . . Honduras, cedar and 
primavera... Tahiti shark oils... Bombay 
turmeric, cardamon . . . Shanghai hog 
bristles . . . Syria the cedar of Lebanon 
. .. in the markets of San Francisco. 

The Straits Settlement seeks abalone, 
saccharine, vitamins . . . Cuba evaporated 
milk... Tahiti prefabricated bungalows... 
Hong Kong salt fish, grain . . . Norway 
raisins ... San Salvador table wines... . Fiji 
sports clothes, perfumes . . . Philippines 
dresses, building materials... Mauritius 
asparagus... Sweden shrimp... Dominican 
Republic, grape juice, tomato paste... 
Puerto Rico mimeograph ink . . . Baghdad 
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SAWYER, FERGUSON, WALKER Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


Tsinglee canes and python skins... 


underwear, plywood ...in San Francisco. 

By air, sea, rail they come... Dutch 
traders in Shantung suits, morning-coated 
Senors, turbaned Indians, blond Norse 
brokers, Soviet agents, mill owners from 
Down Under, smiling Chinese, managing 
directors from London, island storekeepers 
... to buy and sell, in San Francisco. 


Pre-war third US port with export 
tonnage worth more than $200 million... 
today outlet to the majority of global 
population, San Francisco is strategically 
placed to profit by the $4 billion US 
credits in South America, the $2 billion 
orders of the Dutch East Indies Purchasing 
Commission, the Chinese $100 million 
loan for supplies... Army and Navy bases 
in the Pacific, the vast needs of the 
Philippines, the Orient and Oceania. . . 
Augmented export commerce, plus Pacific 
Coast growing pains . . . goldstar San 
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Francisco as a national advertiser’s market! 
And medium to match the market is 
The Chronicle . . . With probably the 
most complete accounting of world news 
of any paper west of New York, it is 
a necessary newspaper with people who 
count the most on the West Coast. 

Yet this paper is both local and lively, 
intensely concerned with affairs in tts own 
bailiwick .. . intelligent in its objectives 
... Strong in local interest and support. 

Paradoxically, the newspaper of the 
business man is also his wife’s favorite 
volume vehicle for the best specialty shops, 
mainstay of the major department stores, 
shoe stores, booksellers, and hotels! 

Whether your objective is a place in 
public esteem or on a chain store shelf, 
long pull or quick turn, salesman’s entree 
or stepped up sales, prestige or profit... 
The Chronicle holds high priority to 
opportunity ... Ask the S-F-W- man! 
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‘i October number richly repays thorough reading. 

Football, for instance. Early season games already show the razzle-dazzle, 
open running and spectacular touchdown plays that Columbia’s coach Lou 
Little outlined in his HOLIDAY article. 

No one with the slightest claim to sophistication should miss the big New 


York portfolio with its unusual pictures, its 7 days and nights of entertainment 


by that shrewd and amusing observer, Louis Untermeyer. Here is New York 


as few have seen it and no one before has written about it. The New York 
story is capped by a really backstage review of Broadway theatrical plans for 
Fall, by drama critic Robert Sylvester. 

And these are but a few of October HOLIDAY’s 45 articles, in its 160 beau- 
tifully printed pages. They include Lily Pons’ story of a strange holiday song 
—Donald Culross Peattie’s charming introduction to a group of breath-taking 
color photographs of autumn foliage—a vacation weather chart by the Army’s 
great weather map chief, Dr. Paul Siple. 

Then watch for the November issue of HOLIDAY, with its magnificent 35- 
page presentation of New Mexico. Everything you'll want to know about this 
coming vacation state, including exclusive pictures of the atomic bomb site 


and a color photograph made by radio-activity. 
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tions for all domestic standard 
typewriters. He will also con- 
tinue to serve as eastern sales 
manager. 


Names Jacobs Company 


Foot-Pleasure Shoe Company, | 
St. Louis, has placed its advertis- 
ing with Jacobs Company, Chicago. 
Magazines and business papers 
will be used. 


‘Two Join F. W. Dodge 


Harry H. Chandler, formerly 
president of “Construction Re- 
ports,” and Clara V. Tyler, pre- 
viously vice-president of ‘Con- 
struction Reports,’ have joined 
the construction news division of 
F. W. Dodge Corporation, with 
headquarters in Boston. 


Royal Advances Starrett 

David B. Starrett, eastern sales 
manager of Royal Typewriter 
Company, New York, has been 
appointed manager of the stand- 
ard machine division and _ will 
have charge of the sales opera- 


r 
by 


QF 


aid 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papers 
Read by 90 % of 
the 331,000 people 
in the St.Paul A.B.C. 


Cement Industry 
Held Not Guilty 
of Price Fixing 


CuHicaco—The U. S._ circuit 
/court of appeals here has upheld 
the “basing point” price system 
|of the cement industry. It set aside 
'a Federal Trade Commission rul- 
ing in July, 1943, that about 75 
cement companies have been in 
‘violation of the Robinson-Patman 
anti-price discrimination act. 

The court held that the cement 


to those of the Corn Products Re- 
fining Company and A. E. Staley 
Mfg. Company cases won by the 
FTC last year (AA, June 18, °45). 


|held that the two glucose manu- 


'facturers charged prices based on/| 


/non-existent freight costs, arriving 
'at identical prices in violation of 
ithe anti-trust law. 

| The circuit court here ruled that 
'the FTC order proposes to elimi- 
| nate sale of cement on a delivered 


In those cases, the Supreme Court | 


price basis although cement pur- 
chasers almost unanimously prefer 
it to an f.o.b. plant basis. 


Uniform Prices ‘Inevitable’ 


The FTC order, it held, would 
|/'make supreme “the advantage of 
a mill selling in the territory 
where it has a freight advantage, 
and to make its disadvantage so 
great when selling in a competi- 
tor’s 
preclude it from entering that 
market. .. The change from the 
present system to one conforming 
| with the commission’s order would 


case concerns practices dissimilar be like jumping from the frying | 


| pan into the fire. 

| “Under the circumstances 
|shown, we think it is the in- 
evitable result of any pricing sys- 
tem that cement must be sold at 
the same place at a uniform price 


whether it be at the point of 
production or that of destina- 
20M, .<.« 


“Most important of all perhaps 
|is that there is no finding that the 


/(cement) institute either had or. 


‘exercised any power or authority 


territory as to practically | 


Advertising Age, October 7, 1946 


or could or did impose any re- 
‘striction upon the activities of its 
members.” 


Rexall Buys Lane Chain 


United-Rexall Drug Company, 
Los Angeles, has acquired the 
'Lane Drug Stores, operator of 58 
stores in Georgia, Alabama, Ten- 
nessee, Florida and South Caro- 
lina, with headquarters in At- 
‘lanta. Its acquisition brings Rex- 
all’s retail outlets throughout the 
‘country above the 600 mark. 


Curtin Manages WMTW 


Charles Curtin, who has been 
a production supervisor for the 
Yankee Network, has been ap- 
/pointed manager of Station 
|'WMTW, new Yankee outlet in 
Portland, Me. 


|Names Hill Blackett 


Kay Daumit, Inc., Chicago, has 
‘appointed Hill Blackett & Co.,, 
Chicago, to handle the advertising 
for all of its products. The agency 
‘/has been handling the advertising 
for Lustre-Creme shampoo for the 
past 10 months. 


City Zone read any 


NEW YORK CHICAGO 
aq 342 Madison Ave. Wrigley Bldg. 


city zone.* 


*Less than 10% of the people in the St. Paul 


RIDDER-JOHNS, INC.—Nationa!l Representatives 


other daily newspaper 


DETROIT 
Penobscot Bldg. 


ST. PAUL 
Dispatch Bldg. 3 


OWNS, WIHT 


© Hutchings 


REACH MOST PEOPLE FOR LEA 


.«« America’s Largest Soap Advertiser 


Procter & Gamble, America’s largest soap advertiser SHOULD 
know about advertising. Over the years P & G have spent 
millions of advertising dollars selecting the media to do the 
job they want, which is to reach the most people for the least 
money. 

Ten years ago, Procter & Gamble tested the Star Weekly with 
a keyed coupon advertisement; it pulled well. They tested 
another product in another section which also pulled. Since 
then, they have repeatedly increased their investment in the Star 
Weekly until they are now No. 1 on our list—using colorgravure, 
color comic, and color magazine. During 1945, they used 52 
full color advertisements, plus other black and white advertising. 

Reaching more than 900,000 homes weekly, the Star Weekly 
buying audience stretches from coast to coast. In the rich urban 
market, where 77.5% of Canada’s retail dollars are spent, 675,991 
of the 1,100,337 English speaking families buy, and buy from, the 
Star Weekly. 

Because the Star Weekly blankets this rich buying audience, 
successful advertisers of all types of products and services 
throughout the Dominion point with pride to thriving businesses 
built, to a great extent, upon Star Weekly advertising. 


The STAR WEEKLY 


U.S. Representatives: WARD-GRIFFITH CO. INC.: 
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_ The first women's fashion article in the — 
weekly field appeared in a Fall 1929 issue _ 


of Collier's. It discussed the new trend 


to tweeds. — 


” 


People who think ahead read Collier's 
In every community, there are leaders in thought and action who 
set the pace for their neighbors. Week after week, they keep up with 
the world through Collier’s. They take pride in their homes and 
families, they follow the styles and changing trends and they naturally 
like the new, progressive things. Best of all, these community pace- 
setters aie financially sound and in that “‘age of acquirement’”’ when 
they buy steadily and intelligently. There is no more responsive 
market in the world and Collier’s advertisers share a direct and pro- 
ductive influence built up through years of leadership in the weekly 


family magazine field. 


The Cmasiiing Link 
.. forAction 


pAduertisers who think ahead use Collier's 
Collier’s advertisers make friends and influence customers. And they 
do it with a minimum of waste circulation. Collier’s army of readers 
feel that the products featured in ‘“‘the magazine that thinks ahead’”’ 
are their kind of products, made to satisfy the needs of their kind of 
people. That, in essence, is the meaning of the term selective market. 
Pictures and sales messages about home furnishings, foods, toiletries, 
luxury items, fashions—in fact, every type of consumer goods adver- 
tised in Collier’s finds an attentive and prosperous audience of mil- 
lions who are anxious to have the best. Collier’s makes customers 


with every issue. 


Colliers 744s Qhead 


ee : POPE AES ik “agit Cee ee pS Pater) in ain eee ae (ig mp eae ae eg eo a Saha te hy Re ped hs ; ih ie VAR take Me tem ap eee a r . 
‘ ie Cae er, Rs 1h a hie “ a ite Meee Rg a yy 8s Ome me i Hie . a ¥ ; Peri Bees.” eee ee ft + el SD ects anid ate age, : ae - 
£ yi J ee” ho RES Ee S25 = z i Ses ee at See wan Mane ieee foe, 1 ’ cee i Ae Capt ee. a Wicd pia PA oid gl 5s ae we as 
; ‘ Beet oe dpe Ae eis i hae Oa a Sines Fo Rh a = is ele pare Ss : aaa = tea : pee aaa eit Pal) re 
re ; ; Ee irene Re Sat atari ligone eae Seer ; oe eer ae fae meal a ny alee mae tle Re ae : see 
Epa 9 "oy er + ag ae Meera 5 oe ° ge 2. ae iia itn %: = won =a (ad 
A An 
. SSE Eh RR a ea aa ee Sees cane oni oe ean cn ah ee ae Naa an re ae a cea aaa an ata RC <2 : : . te 
7 EMS REG Pe RET REET EN REE OS ORE LES OR AEE SE OER RR Rees aE Beas Rage ago cae NR Bas te ee a RE RE RR eae ea OR A Soa SRE OR LOTT TTT AES RRETERRRN ON ET 28x ne 
, 1946 Shit egies ter om ees. copa eR ee ree SOS Se ee ae ges Se aha ota cane ayn ana BEES SESS SSE Sco Rca een a 
Spi on ks Rai etiee bean tee eae ee eas ee Head cena eee ea Ee Eee 53 agit saan See Spinner Sea hs eNOS Sc ane Ra a SR oe: ats aces RON ees igs nnn hap 7 
ee ee rr sia ees eee a oe 
ee Rog Be Rate pte eas nt ee nn oa ihe k Rigg Auer eatin ate onus uti ae cami ema aac ech BRE SO SNS 
any re- : Shas aE nnn ora NS CN eS Rae ER ee rn Gan Sia eons oe ee a ees ‘ 
s of its . 
; SMe... Se tater a a : 
attire nan os tet ia a a aa a cs ea a ae ce SE Rha Roe ca sateen ER RR See = 
pein Sot nto enone ery aa Sat dena eae eee ae Reape See Ta ae ee RR Se ee 
es 8 re ee Se BS Bs oe sete Sp hea oo ee Pc aa ee oe SOs See 
pee ee es) ee. ite ts ae teeter cae SS a a ae 
So es ee ec Pe 
1 . 5 GSAS EG a 
© / 7 
mpany, ee ee ae ee Nag “av pessas - , a. ae, 
sd sear ae aerate came es Gee ec te ee — os Se ee “SSSR ca Ss ie 
ed the ee phen e e pe | a Sas a a ites . eo a 
3 f 58 { a ee , sis ee Se ae oF Se a ey 
ro ; SSISCe ae oN As EE EI Be spas eei: 7: a on Ses oS a Sve Soe SC cS 
a, Ten- | Ce Se Irs ; ers ol 3 Se 
. Caro- ff * Cae Re a Cc co - 
; | Baa aes ceemerneerrprer ne ae — a ee — yg COREE Se, 
in At- rf Pe ee ee i ee eee e a CO =| Lk ee. pease eso STATIN NNER RR 
i ee | lll . - 2s Sate ee ‘ Ss = SES SN nS . — Soke aes RO ee 0 Besse Sage AO 
aS Rex- icin tees fe ieee ane es Peas ees ae Be ata: ae a Se = ‘¢ See peor re an oR . SAS Si 23 ‘ SS See Be ts ss Se ce RESO ae San a as Soke Soke ease Sk 
h Sct oa eee 2s ie Pea ears Dek ee Oe ee : “ GS eee ee eS eS Bs r re tal SS ae pe es See ee 
, eee ctitie ui tans ek Ne Bi ; : See See ted Sec ee a a eee a Pat? = SAGA ees eR — a ae SESS ta son SS 
sag the } te mame » oo Se ee eR Bes Se See SR SESS Se . sail Nee es Soe 
, bi ai nie . Z eS SS, ae i ape oo ee RE : 
° a a a g ad i oo gle Se : 
} —e “ 5 5 a ¥ a os. Re ay egy 'N Ui F ee. @ 
ATW oc re ——— fr. 2 oe ee Ce eee a ne 
Pe es , wi : € pe ee ee SS ¥, Wc. Se Ra Se SS Le ee PSS. Se eee ae 
; tastier stan titi cent on enn en eee al oe S 3 _ Ee Se eee SC Sk : s ss ESS SRS Seca crane : as i ae BURR Gs RSC . 
F Sa eR ed RE i Aenea < em RRS Se age ine nectar a a 5 ae So Scena ? oe SK SS Rama A AR 
: nce lll -% » __ a Poe ees Se . eS. Os Re ; 
| Se © a Se sill a ae * pe eM 3 
Bue! Se . eee Postma aor cs oar SS 
: a Ri 3 . ae : he ~ 222 Ss 

1 SS era naee Cee mt, = x “Sic eae ES es 5 Sag Se Se TT eo 4 a arco tren eR NO TREE : 

' ee Sephy nae ng ea cage 3 Nate ct aR RR SG ae “eye SS Sa Ss RR ERE ee ae Sa a RSE SES ae SRS 

' es | le ‘ stig SSH oe ee Ee rs i“ as BRE OR . 2 | Soe SSS a SOS RS 

eC aes as nae eR ee - ee ede oat Me. Ths ea Se ng eS eae Poe OR eS ee Se ag MRS 

' gE OS ae eee eee een eee ce 2a ae aS: ge Oo eR Rc ss wd | Se as a Re Sees SRR RS Se Ree as Ra Sa aE ES Me 

: sae san gin g *- Sana Re my Es Se A SE NS j ae Se se GOS ROR RCS, a a Bich ee OS A 

fy — ee Sage tae Bae a Pers. at a ae ek S . ae ae Se 

| 2 I -copgcct eatam Be a pe % eR sea ee ae ee s- ¥ ae x il S ee 

' gates TRS Se ; gassiee - . via = es x ; e oe 

; imi oe wai” [oe Pe er ¥ Re en > i ae ee he Ay SERS COUR SURETY - Se ee 

SS EF , - Me ; is tar ~~ = . ie —  ¥.— ; Ss —— 

Re . — ee sgn SE "3 ws 2 swe sk Gh ae a = Beas SSS ee oe Ss es fe ga = 

t Ce ee es — & et ee Pe Sas — a Sas Se “= Fer Ea es eee. Se ae 

" \ RR Sposa 2 4 ‘ = aq SE. Se eee SS . SKS a Se a Soa Se. Uae oe Se Pr FR SS 2 
go, has ; " = ; . ae * il acaaataaaaaammmaaaiaate 8 me e ail ‘i SS a aE > aoe Ee Sr. RSS < SS BES SS 

: a 3 Oke gaan biti iS at eS Rae So én sk ARR Ss Pee 8 ie < Cie ie 

' y : ¢ gee = OR Nes 2 ee 6h (le eae ee ae * ee SS i aS atin 

* . Pa eS ge, Soe ae an St Ae Se Se Lec ea: mS SS 2 Oe ie aa neta 

t se —— % : F ae 3 Se Se | , ee Se eC “Ee OO ae ee a i ee So ee es He ee aS re eC 

Se . : Baceiyet ae . al 2 es Eee eS Sa ee “ae ee . foe a aa ee ce Ge eee ae cs 
ce ia ees A a . 3 a Bogs et a eS Perce ; oe ad Soy eee OS ees: ee * al eae Ss Se =) See ae : 
 ,. 4 s i 4 ne Pia ete SS ll — ae 2 Se Sm E - See i EO ees e eS se AS es Pa BS ay = ee o 
i . = x ree ; 7 Lk: ae sess age b & — eae oe ae a ce ee ee i ge Ps ag ce oa cee ee a . ie oe 
: ee a = : nti 5.3 ie. go , os Se eo eee 4 ci 2 Re °° See 
are Log ae a ee gee ea ae Se. oh soe Bee ee eS ee p 2) er 
Les saree, oe & Bae gk. & " : — Fe a : oh ne rr * a ae 2 ee Se 
—$— —___ Cee a” aa, SR, 4 Se Be 7 MR ice RE 235 ed : a es ae ey EE oN ats 2. ea ean SO ao , Soaks ae Re : Se | a = See : 
Pie. Sa 4 | ee 3 ies CO ae ae. aS ok A. og eS NRE BIRR cags Sak RR =< ag ke E : ee 2 2 ee OS a 7 
Bic a aa ae a, - RRR. ae cs ee oe a Ae SS Sw ey Fas Bey co eee Re OS rn . Sa aes. or | ee eet ee i 
ges = gS Son. % = ‘ . % ag ae BS . ae ae ee Sa: ae. eed he, SAR ee er eee ae % J a Sse sai a eee a 
; Ps <a citi i EF s oo re. a “ ae ee eee | oe ce ee ; 
. ae 2 al re a —UlUSlUh 4 co Beas ae Be f eee Ree Be Se aS eS. cou: 
ey es % oe Ren IRR ee ES st es ; % ¢ See | doe ee a ee Rea ee Recs See, MNT! ae 33 ses Se > SSRN So SS Sa 
By: ae soi ell Pi 2: Eas ee ee . a as * a es oe “ Sg oC nn OMe ken 22 ( ae cS Se ee — 
ey ie Sa of il ee ek Pee 2 Se ee ee lity ee Se oa ee eg SS Re ee eS 
ee ; 5 : aie i 7 . : - 4 = a we Fs ee cee . g Be a Bes < ae :¢ bas <n a = 3 ed F ee ee a Ss eee es eg 3S 
Ii . ae a a Bas ; ef Bee ae” ig eine ck rey saaeneet: ee a oo 8 es . ae a Sa S88 
i Ae gia saa ssi a a Be aad De goes meee ae ta "3 m5 | RRS a rg pea 8 ee AS Re 3 Be oe SR SS ot ae ee 
oe Sai es | C % ¥ "Tina ae 8 ee POR Beer — ## rn Pe rn a 
‘ 2 ia ii ie a: : Be 3 fe ae 4 eS RI oS hae Kee a ate eto se ae Xo eS ee3 So ae P og e 
seis ies Ba sas” ‘ea Se a ee Se 7 a % = a So: SRR . aa > eee 3 Sea Ra ee SS eas ec aa. ae: 
ps «i 3 ee ae seep it % me, Fs : . MER We ao $ ere , a As ee io Se ei 3 ee 
ts ae: e Fa Va pct ps ae Ss ea : bs 3 ae Beane: Z e % 7 Bee eae ee ee = Beer Se Se Be. ae Se 
Bs : bis. j fee ae am es a B a % : % 3 USE SRS aeos es ~ a . Pee ae BSS RR Se Stee Ss ers See ak 
“= te i ee aoe me a oa: pe Be co Sees a Se SRR: ewes Sa SOR Seas Sd Sees Re 
eae “cS > a : Bs Kite ti. teal 4 E 2 ee eee ae ee ; Sib ge SAR ae. i Oe Sd a 
Sa ae . a ie ge ee : a oe e ee —— 7 ce ‘ See OR Re PO eS $ ee 
¢ é a - a et ros @ & % : S “4 os See i eee BS Sis - 2 ’ isi: ae ae ee ee Mae Na ee ? 
ale ie - LS 3 * ea SE ger é saa ascii Ses ae " eR ee ae pote Re ts Rees agate rg ae as Fa si 
: eS << 3 wee dle a Swe Re ae me ae a wat af” ae Rig. ONE oo ee eee ad aT : 
3 F Pe F SEPSIS ES 3 ss - ; Ree ‘ gy eee Sat ae : ms 4 a 33 8 i CLR e —_ Ss : 

| # 3 : 2 Pad Bi 4 Sie : " ca F ae = F nas a 3 a ssn: 5 Re = 

j oe pits: se ‘ si Nia Seg 3 Bi E> f Bes a Reena 46 ui ee 3 Se a Wee Sell SS Bs sais SS cet 

| @ oa Ln gia ee : 8 hee “4 ee € . ares: os Dee be bis. SEER on ee = hy ee ae 

|} e 4 er 8 =— a t i ae Pe Ses i, Neer ie a ca Bi a — see sees i ie: a : 

J an é se Sas re eS . SH, ee “ aie Z ie ea i tee ie Bie ho dee = . ae Sk oe os Set : 2 hie Be SA 

aia gab — ss a & a. Pe | & ora ore ee fe are ME gen we a Si a yg ’ 

. ee st renee eee rs es dee mR ee a. Be ee or ; ae - " - we — ‘ it 7 <a SP ie ns . si Sp “ 

: - ee ee si ees sae Bene ek he Bs, ae ge ie ee . = i as j cg Ren ae =. is 

j  _—— Mi one ; ee aus See aE 2 Ss ewe = : Mee ae ee a i , { oe Be ee ee 

aa & batt in. ae. poe La te Ss a oe Se, : ee ' te Fees ae Ai ERS Skee ca S| ‘isles 
| — pee ee re ee Be awe ee ee ' — se | ee : gees , eee eS cre Oe gears ‘aemeemenns 6 to. ee Bates, | Saal 
 —_— ee ie ee a ae ; . ii. ii, fae S we ce ; Es Poe oe erage Ae ai wg eM Bee ¥. ais 
See 2 — fk * F ae ee ee ig Bc. goes Ee Toit eS Peck cE ie SS Oy 
| ak ee Re ee e 4 ae LX 3 % = 2 Re RE se : Be jes Oe Eee So etree ow YS es Pate 3 a eth Fem Ea ae Spey cor See CS : : 
ses een nee — sas 2 # 3 He bs a See 2 See Bs ae fa || ete Beet rs Srumaien sence ncaa cameos aul 2 Sees * 2 gt Gran 
L3 _— es es s ee? ‘foe: oo SS ee See en oe H ae eee oo ere SARS Seta ee porn ee os a ca 3 Uraens 
in a & 8% es at eee e = La. tee ’ : i ae So ee eee PR ek Boss ee oe 

5 i a me | . os — inedtii.: FS. eed : ‘ aes pee aes Ff “ee oe ee Bear < oie Ses waieiuaeda wee ee see Pie 

p —— ° 2 ; ee 2 be % wren a ti ee rs : ; “ER ae cos Le. oa ii. ue oe 

1 See eo ae i ee % 4 a gee ee RIN, Ss ek Mm oP Oa “a _ ” ae. fee 3 ee 7% - a 

' ——- =—SCtiC CU ; Ex: Ea ; ss : 4 Ss i . ee GN ee cee ee fer * § oH ae 

; SS a a a Se 3 g ad gt ee al 3 z ‘3 SSS sth RO ms Pcie aa a - 

i ae : ee a hie gs (a ay Pe be & ‘ Bees Be RO Le f° ae Be : er 

i ——— = * be | ees 4 lr Is 4 ; on ee : Eisai Re ae a3 ce ee a Be oe 
| . z # 4 ant ee age | : se . ry. - ae fr Ss 3 ee a : ‘ ee is - S 

a 4 : a i. |& ga ” — Pepe wate Bae ke, Nay i . . ee sae ae Ee cieae ee Ba es OO ie a s CN id 

—  — are ae ae re xe ; “a 4 7 ae Me : o 2 ida Ze E eee a ee a a a oe = as 

re ge . Bi aaa Be Sig ARE me oo ' ” 4 AR ae Bis Py ee ‘ tower 2c) SER eae Ss Soe FS en 

' Bee ret: ES wae i ae ee —. Poof 30 > ant ie eas ; a: * Sip Bare aes aletince Senn as _. i a i ie 

; ._ sca fe. ey -_ 2 xe occ heise: a aii. ae aa Rt re eaten ge aes Fee 0 eee te | fe a 

i Be Sa feo : e ee ‘ol aaltes Bo Sip oN : “4 ne a ‘ Neeetccctiteite, he « ee i ee a a a 

i ie. a 3 ages : Ese: - = 4 5s ¢ Be i, Ss . ee | | aie pom ae Pe cae pee pute eer Se Pee 
i ae ce a Be i: ee Ce ae gy A as as ; Se: an Yee 7 4 ee ss — % a 

bi — ae so wee ae Es, oe ee hes ne i Ga ; is eae Be Y oe mee FO / «4 se Ge ee cee 2 7 

i ilies ie Ki ee 2 ae RR ae oft iss ed cn ia ae alla pac ae a iin ee oF f e “ ae Go x ’ 

| in oe a © ; x82 aa be 7 oS i Ge ame care a f- ‘ ows AR a e es 
Heer ee , : Ay Pexcee # Er ae: ee seg Be. ” eer ad Ea a yee gee : 

eapne - ‘eo : " ' a Pas ‘ ; i: see (Bee ae - ‘hae Sc ONE Baa gegen — 
| Sate 0 ee : 5 4 Gy 3 ae ve ce ee ae pee icant A tee ; : 
oe F F . F ae & sabia % ee” a "St ee re es, a pee ok a eer a a tae aa —_ ef : : SB pC “a P PER be 
ee a oie a se - oy ae i % oe Exe. 97 Lai hee Raita 3 a AAA LEOORIOI AANA. AA OE ADO PAELLA AR Ne et SS ial aOnRRA RES a 2 Ae ANTEC nnd Ait iterate aati. scelbiestbisnaatintiscaesencasiite tat awe pak: 

f ES ae ; Pee a ed —— Ba oo ee f sam reeset eoetenetetneeenetnenniaganmnncetetnabetedttemmemauerenetttietmmammannm ne : en . 7 
1 a? ee Ee — Ps eee Bs - ae “ SIRENS NANI ENN ea 
a ll | ee eee 9 eee ee en rl AeA ht ha att TA ala natin ab. 

i Berea i ‘ i: a Ee aft a . ee ee Ae ; ; . . 

ee : oe teal P oe, Pee GE eS ‘ % LEE ALLELE LALA EBERLE LLL LELOEEEELLNLL A RLRRLL ARREARS NEB AO CBO BOB Sane 
pe Sea 5 3 5 F A, ii ewes « S Mir I Rete oS SER»: ¥ aoe sit ana £ : MERE DPM Shageenes 

‘ rca ah a 3 4 3 55 ia ys 4 ics. liad A 2 ‘ Ras SP ag PS RERES ae ca ea ie 2 ea aa ama eat wha an ia, ie ROM “ole Gace. °° nae Bea aa aN ir ae Ree pik st eR eG ose fryer 

ae a ‘ ie “gl F 3 ¢ ioe ee Be hg gee 4 . 4 «gh eR aes ee ae Oe) Oe ne e age: re age ale tee a Ces oe fa Seen Sar 4 Aten 
ri i ra 3 hag’ fi agi s ie J F = re Pe , ee pita” Memes RMR ie ect ee ae ade ae x EAP URS Ge ~ ih Regie Teas Sar eee ae Geese Pee Se ‘ z ae 2 atl 

; cae = | os aalle ee e Be 5 eco ae i ok : 4 pee Ele AEE ERE OEE ES OE ROR SE: ES ME OE ME ae Ra age Nes ae oe £5 5% 

| Peretti apt , ee a a ane we ee iii ie gee: ae a ee : erie <p ee i i 

| pe , ee al ‘ : a : : : Ole ee a. ie ioe oF th i ag 

| eee ; a wa, eo ow See es % ciel gn if : is ; : : : fies e A ee P aes ° # i £ om 

Bee ee i ay ss Be iil a a x il a 2 P * = Sass # 23 tae Bs, $e $y iis ER se ee 2 4 a: mace 
Be ees f aan ee oe ee a iii : rea See, Bs % Og Be Sera § Seer eee ee i EAL Eo a 
Be 2 MR a asa ie i om ti i ee ne ata ssc we FN ssosstsinnsemnsenietiesatai 
se, ae oe re “ae ge a ee s Sep Fc sis eal b ‘ [ ar , i 
Be ie gam i ; eee” cee ee Pa Ne, Leonia cai cana Mk ken ti a RR ac cant mead we cae ccc a «1 pre 
: .. ie ie. ” eae. i : — ee ae “3 pa s oe eM as ee Ea # g ae icy ee Beg ke Ee eee, aaa ae ae Be laeimanaaation a 
ee: ie. oe ae j ae a Laer Si Ne a ie Ma % Basie Ber ee a a I. 2 ae oy : 

i] °°) | aii Ea man OR a —— lilacs ee ecg fi i ae ee sl ee aS ee Bea en ame ae ee F Se Boe, 
les See ar 2 j ae gies ; sneenntist tsebiscaonncidabeteatsnititon J. ice go Bee ‘ | ge Sr 
<e ee $ a Sa 5 , ee Gs LITE ce ee x a ge oe Be ; PE Cae 
oe 7 aa bey ee ae , I 0 I 1 5 sc abiabeiiccasschaadbasebaemaumbtaata dbbunmnenaestaattaaattananmmmmeniiaiianiestid >. oe 4 ea ie 
ee es =a ite ae é S&S iT 4 j . a “i : ’ ‘ Sees See 3 he 

‘ oe ee. ee + as ee BO 8 < aaiaetts ptt: 2; f BRR ia ea i Ne Pe IR PN ee a 3: Bee 1 > Bee Sages 
pean Ste Sy cs . Se SNS ee ns eed Ee ” : A catia cS ate ase ation eae tt, dare 303: Se A ae eo, cae ae ; Pie £4 oe 
eos i i ee ae se ee nie alll ” es a a we ‘ Es i pia 
—-_— a + fe Oe ee ee le AR ELE a 
bet se a ak vies Pa sas Siege 5 ‘a. i ace ca PRE CER age Bi Pa eee & ‘s+ & ; 
a — eee ee Pre , gt Rae ee ae eer er ee ee gE aides ices ae ee abit. ks " 
Co as a a an ie he ee Ge ee En ie ee. 5 ee Ceme.t ear BB Sae os & % t ea 
ee ee Tt ee eee Re ~ ae te ; ee a ae ee epi eS ge 2 ee 48 eet 

Bere 3 oe ' ee aa ee’. aaa sie, Ca Reet aE RM re ee er re kane RR a Es ue We | Se 
# ee ge ‘ae % ke creer : vere ccc ace sae nme mc tis OE a a Ree pee 5 # om x oe} ss mS, 
ee a Fs copcpc mr 3 si Sree: pay | ar on os 7 eae Be s Hs é Fi 4 4 oa a zy, 
. <1 3e Ret oi eee ate Le ee ern eS Oe ee i 
é ee ee ee eae RE ie ge ee an ea eR rere OOee a ie 
. : Bre 
ae 
"y Bi = 
i 
2 ‘ 
j cs 
' Rey 
ee 
a Es 
x ' ee 7 
» sig 
, : : a 
‘ | 3 
- "* 
4 ie ae 
0 St 
4 } 
7 

: 

. Po Po 

; eee 

4 , a 

. » bd 

a 

| ef 

——$— ; . 
t 
+ 

g , = - mae ; : a aa bap ‘ : : . r . i . : ¢ : . : p | eae 

oF r ‘ - 7 b & r see s * 7 =i 9 Noe J «ARE er “ ‘ be he ‘ 4 VOM ioe oo - - 7 — 3 ‘ 


AU GUS T 


} 
wi 


¥ 


AVERAGE 


N 


E 


T 


P AID 


+ @a ALS 


= When your best Chicago customers and prospects have important jobs to do with advertising, 
oo their first step in making contact with Chicago’s largest, most responsive audience is a call 
to this want ad phone room of the Chicago Tribune. 
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medium—the CHICAGO TRIBUNE 


ANT ADS received over the 
telephone—ads offered by in- 
dividuals and firms with urgent 
indicate 


problems to be solved 


how readers themselves appraise a 
newspaper’s worth as an advertising medium. 

During the business hours of Friday, Sept. 6, the 
people of Chicago poured into the phone room shown 
here a total of 5,694.orders for want ads, largely for 
insertion in the Sunday issue of Sept. 8. 

This was the largest number of want ad telephone 
orders ever received by the Chicago Tribune in a single 
day. Noted for the efficiency of its personnel and its 
advanced equipment, the facilities of the Tribune want 
ad phone room were swamped far beyond capacity. 
At the late-afternoon peak, with 68 ad-takers on duty 
at every available post, more than 800 calls had to be 
transferred to another division for callbacks. 

In its Sunday issue of Sept. 8, the Tribune published 


ou sell MORE in Chicago 


when you use the people’s own advertising 


a total of 12,163 individual want ads, with a total line 
count of 83,143—the largest volume for any single 
issue in the Tribune’s history. 

This was 334 times as many want ads as were 
printed that day in a// other Chicago Sunday news- 
papers combined—and from 8% to 24 times as many 
as other Chicago Sunday newspapers printed that day. 

Classified advertising gives the people who buy it 
an unusual opportunity to check reader-responsive- 
ness. The preference for the Tribune emphasizes that 
when you build your Chicago promotion around the 
Tribune, you use the medium which your best cus- 
tomers and prospects here choose when they have im- 
portant jobs to do with advertising. 

To sell more in Chicago, with greatest effectiveness 
and economy, make the people’s ad- 
vertising medium your advertising 
medium. Rates per 100,000 circula- 
tion are among America’s lowest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


DAILY, 
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20 
Launches Film Drive 


Curriculum Films, Inc., New 
York, is running a national cam- 
paign in school publications pro- 
moting its educational films. Arm- 
strong, Schleifer & Ripin, New 
York, is the agency. 


To Sanger-Funnell 


Metal Hydrides, Beverly, Mass., 
has appointed Sanger - Funnell, 
New York, to handle its advertis- 
ing and sales promotion. 


A SMALL AD 


Can be 


Let Us 
Design & Produce 


Your Advertising Plotes 
HEC MANN, MOUNT MORRIS, ILLINOIS 


War Assets Hindered 

by Personnel Problem 
WASHINGTON — Congressional 

committees which are busy “ex- 

posing” treacherous financial ar- 

rangements for the sale of surplus 


war property might do a measure 


of good if they exposed some of 
the red tape which forces govern- 
ment to resort to questionable 
procedures in order to get things 
done. 

For example, a capable public 


By STANLEY E. COHEN, Washington Edit 


relations executive, asked to ac- 
cept a $7,500 selling job for sur- 
plus real estate, was warned by 
government personnel officers that 
he would have to use at least $2,- 
000 of his salary to cover the ordi- 
nary entertaining expenses that 
salesmen encounter. 

Under the government formula, 
this man would receive $6.10 per 
day for hotel and living expenses 
when outside of Washington. If 
he picked up a luncheon check or 


bought a drink, as he was told he 
would have to do, it was out of his 
own pocket. And the rules pro- 
hibit him from accepting a lunch 
or drink from a client. 

Regulations like this, plus the 
fact that the jobs obviously have 
little future, are making it rugged 
indeed for War Assets to recruit 
the type of personnel needed to do 
an intelligent disposal job by July 
1, 1947. And from all reports in- 
dustry has been cold to appeals 
for loan of personnel. 


At the urging of Commerce De- 
partment’s Office of International 
Trade, Britain has extended the 
list of goods which it will import, 
in sample quantities, so the U. S. 
firms can protect brand acceptance 
developed before the war. Anxious 


; 
f 


é * 


HENRY J. LATHAM 


freedom and to speak out frankl 
boldly against the: enemies o 


and abroad, 


Member of Congress, 3rd. District, N. 


I read The Sun because I enjoy its 
lively and interesting way of report- 
ing the news and because it’ never 
hesitates to take up the cudgel for — 


¥. 


and 
-the 


American way of life, both at home ieee i 


LEONARD W. HALL 


Member of Congress, 2nd District, N. Y. 


I have read The New York Sun for 
- more than twenty: years. Its news cev- 
erage is splendid, but what is more .im- 
portant to me is its fair and forthright 


editorials on all important issues. 


coverage.- 
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to conserve dollar exchange, Brit- 
ain accepts 20% of prewar ship- 
ments of such things as canned 
soup, photographic plates and 
whisky. The list now contains 81 
items, but OIT is trying to add 75 
more. 

* * * . 

If newsprint is to return to 
rationing, as Commentator Walter 
Winchell insists, presumably the 
Civilian Production Administra- 
tion will have to find people to do 
the job, for the old wartime print- 
ing and publishing division is dis- 
solved. Some publishers are now 
beginning to believe that price de- 
control might solve the newsprint 
shortage. It probably would, but 
responsible government authorities 
must also consider that sky-high 
priced newsprint would take pulp 
from containers, industrial users 
and others who are just as anxious 
to get a full share. 

* * * 

Beginning Oct. 15, the House 
small business committee will ask 
witnesses at public hearings how 
well government agencies have 
carried out their Congressional in- 
structions to “guard free enter- 
prise.” After three months of staff 
work, the committee says it has a 
mountain of evidence of an ac- 
celerated trend toward monopoly, 
particularly in distribution. It 
wants to know what government 
can do “to reverse the trend to- 
ward economic concentration.” 

* * a 
Administration leaders are de- 
termined to keep the lid on con- 
sumer credit. Reconversion Chief 
John Steelman was embarrassed 
to find that even with Regulation 
W, the anti-inflationary brake on 
consumer credit, the volume out- 


‘standing was $7.8 billion on June 


30, 35% above a year ago. In- 
stalment credit was up $1 billion 
in a year. Government and busi- 
ness ought to examine the fact 
that charge accounts were at $2.3 
billion, an all time peak, he says. 
* * * 

Boom market in educations— 
from kindergarten to university— 
may mean that schools will be 


_f io ™ e.. eS 
Sp | endid ‘eis ht editorials 


MEMBERS OF CONGRESS—aware of the place responsible, alert journalism — 
holds, and must hold, in the American way of life, choose their newspaper - 
_ with care and forethought. Their hearty approval of The Sun as a necessary 
4 cere part of their reading every busy day, underscores the findings of the 
&: - UL. M, Clark organization whose independent research rates The Sun “one of 
f America’s best read metropolitan dailies." © eee : 


spending $4 billion for the require- 
ments of 26,000,000 pupils this 
year, Commerce Department esti- 
mates. Needs run to text books, 
laboratory equipment, fuel, furni- 
ture and new buildings. There will 
be 650,000 more first graders in 
1948 than in 1940. Some 3,000,000 
high school students will use maps, 
models and other devices in new 
‘ : =n aviation courses. 
EDGAR A. SHARP — cs a | eRe ~ ** 8 a. 
Member of Congress, Ist District, N. Y. West ie iq tenn SSS Pes Se 
I recommend reading The Sun because are currently operating in New 
ae all up-to-date news without ‘ 2 a York, and one each in Philadel- 
exaggeration and carries complete in- ede, “A eg phia, Chicago and Schenectady. 
affaive I a el lo pro : | FCC has issued 31 television con- 
affairs. Its excellent real estate sec- : i ae” aan i 
tion must be a great help both to struction permits > 
people looking for general real estate’ many other cities. There are 
vertisers, # 


news and to the : other active applications now be- | 
Qe ; ing considered. 
5 HARRY L, TOWE. 
Member of Congress, 9th District, N. J. Offers Radio Column 
* I have read The Sun for thirty years, : - 
‘ = 3 and consider it an outstanding paper. oy a ene ee Se 
ee . args It offers a straightforward presenta- pers erry ° 


General Features Corporation has 
signed Jay Kaye, creator of “Judy 
the Jeep Girl” cartoons for air 
forces publications during the war, 
as radio editor to do a syndicated 
radio column, “Out of the Ether.” 
Mr. Kaye’s radio background in- 
cludes 10 years of promotion and 
publicity work prior to the war. 


tion of the news with frank and in- 
telligent comment in its editorials and 
features. The Sun is contributing 


greatly to the fight for the preserva- 
tion of the type of America under . 
which it and so many other enterprises 
prospered, ee 


» Sun 
NEW YORK 


Represented In Chicago, Detroit, San Francisco and Los 
Angeles by Williams, Lawrence & Cresmer Company; in 
Boston, Tilton S. Bell. 


572 Division Ave., $. Grand Rapids, Mich. 
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FIRST 3 Markets Group adds 
More Power to your Sunday Punch 


through the formation of the New Group 
Combination of MAGAZINE & ROTO Sections 


This New Companion Group is made up of: 


@ GRAFIC—The Magazine Section of the Chicago Sunday Tribune = 
@ EVERYBODY’S WEEKLY —The Magazine Section of the Philadelphia Sunday Inquirer — 
@ PICTURE-ROTOGRAVURE —Section of the New York Sunday News 


pone aud Picture-Roto Sections 
MORE POWER TO REACH AND INFLUENCE the 
nearly 12 million families in the FIRST 3 markets 
of America—a total market accounting for 40% of 


the country’s retail sales and 42% of the food sales. 
MORE POWER-—through more circulation 


--e- OVER 7,200,000 


NOW =— More than Ever Before —Advertising’s FIRST BUY is FIRST 3 


MORE POWER—through the warmth and fidelity of 
rotogravure printing — the impact of full color- 
gtavure reproduction. This fine reproduction is - 
available in the New Magazine & Roto Combi- 
nation as well as in the long-established FIRST 3 
Combination of Picture-Roto Sections. 


* Effective October 13, 1946 


THE GROUP 
WITH THE 
SUNDAY PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegrauure + Colergravwre 
Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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The Right Slant 


To the Editor: Thank Copy 
Cub for the semi-blurb in your 
Sept. 23 pillar, but you had the 
wrong slant on Crane, Kohler and 
American-Standard. 

More correctly it should have 
been billets doux from Briggs, 
Alliance and Murray-Ohio, be- 
cause the illustration in our ad- 
vertisement was that of a formed 
iron bathtub, whereas Crane, 
Kohler and American-Standard 
make cast iron tubs. The one is 
press-drawn from a special-pur-, 
pose enameling iron, and the other 
cast in molds. I could give you 
a sales talk on the essential differ- 
ences between the two, but I'll 
be modest and refrain. 

Anyhow, I thought you'd like to 


This department is a re 


know where the billets doux are 


ader’s forum. Letter 


= 
Ss 


are welcome. 


a 


really coming from—and they are! |our clients saw an opportunity to 


We expect no fan mail from the | 


three you mentioned. 
Won. E. McFEE, 
Copy Director, American Roll- 
ing Mill Company, Middle- 
town, O. 


Another Short ‘Course 


—for the Railroads 

To the Editor: We noted with 
interest and satisfaction your re- 
print of the Southern Pacific ad- 
vertisement in the Aug. 26 issue 
of ADVERTISING AGE, in the Cre- 
ative Man’s Corner. The enclosed 
tear sheets should be of interest 
to you, especially to Copy Cub, 


who wondered which airline ex-|- 


ecutive would be the first to an- 
swer Southern Pacific. 

At the time of publication of 
the Southern Pacific ad we and 


inform the public correctly about 


A SHORT COURSE IN AIR TRAVEL 
...FOR RAILROAD EXECUTIVES 


© The arerace traseler cate fourtorn meals on @ 
Aneel 


peblie 


ONE WAY COMPARISON 
(Cheaper By Air) 


Piese = Plane = rele tere = Trale 

se hes Aneelos te Fare ‘Bee with Petimes ~ Tine 

Cecone SOS 6S 14 bee SPEED STN ee, 
(ee meat) 


ROUND TRF Plone Pane Train tere = Trale 
Les Angeles te Fare Potmen Time 
Cecoes Ch 


Les Angeles te ‘ 
New Yor 206.40 D2 hee (200.85 20 hen BCD Pennenger phenen, 


UNITED STATES AVIATION CORPORATION 
« Teeber , 


Peneager Tibet Consaliatens 
STANDARD AIRLINES 
NORTH AMERICAN SKYWAYS 
LONG BEACH MUNICIPAL AIRPORT 
FOR RESERVATIONS PHONE HEVABA 622-00 O8 LONG BEACH 406-91 
NO EXTRA FARE—NO SERVICE FEES—-NO DELAYS—end Above All, TIME ECONOMY 


the increasing economy of travel- 
ing by air; Southern Pacific had 


Where Do 


Farmers Advertise? 


In the Midwest they use The Weekly Kansas City Star. 

Small town implement dealers, poultry men, hatcheries, 
cattle raisers and real estate men also use The Weekly 
Star in advertising to farmers. 


Here’s a record of classified advertising carried in 1945 
by The Weekly Star and by the second Kansas farm paper 
and the second Missouri farm paper: . 


No. of No. of 

Ads. Lines 
The Weekly Star (52 Issues) 22,425 119,884 
2d Kansas Farm Paper (26 Issues) 3,132 38,183 
2d Missouri Farm Paper (26 Issues) 2,608 39,157 


Among men who know Midwestern farmers best it’s The 
Weekly Star seven to one. 


Ask your advertising agent 
if any other farm publication 


covers the Middle West so 


thoroughly, so cheaply. 


Che Weekly Kansas City Star. 


AOASTIS Paid-in-Advanee Subseribers 


created the opening, as it were. 
While it might seem presumptu- 
ous for budding organizations like 
our three clients to take on a 
powerful railway, truth will out. 
Although the railroad stated its 
case politely, albeit plaintively, it 
seems to have missed the point— 
that the airlines by providing 
really efficient transportation are 
answering the public’s demand for 
something it has not been get- 
ting. So it seemed appropriate to 
inform the public and, incidentally 
railroad executives (many of 
whom use air travel extensively 
themselves) about the real basis 
of comparison between air travel 
and rail travel costs. We hope 
we have not been too hard on the 
railroad boys, but they started the 
feud—and, by the way, also came 
out in the open once to admit that 
air transportation is here to stay, 
\to say the least. 

The advertisement of the United 
States Aviation Corporation, 
Standard Airlines and North 
American Skyways was prepared 
in this office. We had planned to 
run it shortly after the appearance 
of the S. P. advertisement, but 
Pacific Coast paper rationing de- 
layed publication. 

Tuomas A. FOLEY, 

Dave Foutz Advertising 

Agency, Long Beach, Cal. 


: a ae 

Plenty of Time! 
To the Editor: Just to cheer up 
the artists—agency and otherwise: 
We have a small client who 
needs about 15 small line draw- 
ings. He inquired how much 
they’d cost and upon being in- 
formed that our charge would be 
based upon the time required to 
think it out, sketch them and then 
ink in, his grudging reply was, 
“Well, tell the artist to think 20 
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minutes and draw 40 minutes—an 
hour is plenty of time. Do it my- 
self if I wasn’t too busy.” 
Howarp FIKE, 
Dillard Jacobs Agency, At- 
lanta. 


i 


Little Girl Pictures 


To the Editor: The accompany- 
ing advertisement for the Budd 
Company appeared in the Sept. 7 
Saturday Evening Post. 

It is so similar to the Fisher 
Body advertisement which ap- 


peared in the July 13 Post and 
other magazines, and others which 
have recently appeared, that you 
will twndoubtedly have alert read- 
ers sending in proofs pointing to 
the “remarkable coincidence.” 

I just wanted you to know that 
this advertisement was planned 
early last spring; the drawing was 
completed, the plates were made 
and furnished to the magazines be- 
fore the Fisher Body advertisement, 
which was the first of these little 


‘ | How often i 


SN 
an 


Abvertisinc continuity isn’t “often.” Numbers never 
made anything but a total. 


It’s in the impression made. It’s in the mind. And 
continuity in the mind results from exposing your 
1 advertisement where it gets the maximum attention under 
\ the most favorable circumstances. 


That’s why the Chicago Journal of Commerce 
belongs on any schedule aimed at business executives. 
It is the one daily source of news for and about 

Central Western business and industry—read, used 

and preferred by some 90,000 business minded 
management men in the nation’s greatest 
industrial area. 


It gets your advertising maximum attention 

under the most favorable circumstances, 
whether the numerical ‘‘continuity’’ is 13, 26 
or 52 insertions a year. 


The source of daily business news in 
the nation’s greatest industrial area. 
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girl pictures, came to our atten- 
tion. 
If it had been physically pos- 
sible, I think we should probably 
have withdrawn the advertisement 
because of the similarity, but we 
could not do it. 
Pau. L. LEwIs, 
Lewis & Gilman, Philadelphia. 
vv¥esgy 


Starts Employe Booklets 


To the Editor: For some time, 
we have been collecting the pub- 
lic relations booklets which other 
companies have put out. Now, we 
have put one out ourselves and 
would be glad to send a copy to 
anyone who is interested. All they 
have to do is write to thexsuper- 
intendent of public relations, The 
Employers Group, 110 Milk St., 
Boston 7, Mass. 

I am attaching a copy of this 
illustrated booklet, ‘“Let’s Talk 
About Our Relations.” It is the 
first of a projected series which 
will guide Employers Group 
people in their work. 

R. C. BLATCHFORD, 
Superintendent, Advertising 
Department, The Employers 
Group, Boston. 


- FF 
Dun & Bradstreet 


Looks at 89-Year Trend 


To the Editor: The enclosed 
chart offers a comprehensive pic- 
ture of the hazards to American 
business for 89 years, and covers 
the three principal wars and the 
major boom and depression peri- 
ods. 

There is an increasing similarity 
to the postwar trend of failures for 
World War I and II. This is 
especially evident in a compara- 
tive study of the graph lines in 
the failure rate and average lia- 
bility for 1918 to 1923 and 1942 
to the end of 1945. 

While the number of failures is 
low, there is a slight upturn in 
number and a decided increase in 
average liability. Average liabili- 
ties in 1942 were $10,713 against 
$37,524 for 1945. This figure, re- 
flecting some of the increase in 
prices, is currently $44,000, equal- 
ling 1873 and surpassed only by 
1857 when the statistics were first 
compiled. 

It is well to remember that in 
free competition, good times or 
bad, failures are higher than under 
war controls when merchandise 
shortages prevent some merchants 
from exercising bad judgment, and 
limited inventories may be a bles- 
sing in disguise. 

There are two important types 
of business casualties; one starves 
from lack of goods while the other 
chokes from excessive inventories. 
The concern that starves to death 
seldom has a large creditor list. 

Increased productivity naturally 
brings greater sales activity which 
in turn invites a larger and wider 
spread of financial risks. During 

the past year commercial popula- 
tion has increased at a continually 
accelerated rate. The shrinkage 
of stores, shops and services, due 
to four years of war, has been 
made up in the first year of peace. 

Shortages make a lot of noise 
and there are still many bare 
shelves among the older shops as 
-well as newer enterprises. But 
even in the many “short” lines, 
production exceeds prewar vol- 
ume, and consumer items with 
few but notable exceptions are 
making gains especially in small 
wares. 

America may be for the moment | 
consuming as much or even more 
than it can produce. But this 
most probably is a temporary con- 
dition and our machines and tech- 
niques have a faster acceleration 
than the consuming power of the 
nation. Consumption is the gauge 
of prosperity. We have ten mil- 
lion more people, most of them 
war-born consumers. While they 
will not be wage earners for some 
years to come, the facilities of the 


families, and there 


is a ee | 
impetus to our economy. 


The prospects for business are | 


inviting but history has a habit | pe 
of repeating itself with some in-| »* 
teresting and often painful varia- | : 


tions. The hands at the controls | 
of the credit grantors of this coun- | ad 
try should be guided with the) : * 
proper balance of imagination and! : « 
experience, of daring and caution.| = * 
All life is a series of risks which 


Number of Foilures 


must be taken with a sense of an- »§ 
ticipation, with eyes wide open to 7 
the hazards from which profits and 8 


progress are made. 
The enclosed chart tells a long 
unfinished story of American busi- 
ness. The next chapter should re- 
veal some interesting develop- 
ments to a management more ma- 
ture in its understanding and 
judgment of markets, sales and| * 
credits than the business men who! : 
fumbled their opportunities in the 
aftermath of World War I. 


A. M. SULLIVAN, 


ov & 


Associate Editor, Dun’s Re- 
view, Dun & Bradstreet, Inc., 
New York. 


HOW THEY'RE DOING—In this copyrighted chart, Dun & B-adstreet charts business failures for 89 years, with the number 
of failures, number of commercial enterprises and total liabilities shown in the upper portion, while the lower portion shows 
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COMMERCIAL FAILURES IN THE UNITED STATES, 1857-1945 INCLUSIVE 


Prepared by Dun & Bradsireet, Inc. 
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the rate of failure per 10,000 concerns in business, plus the average liability per failure. 


DIARY STUDY PROVES 


WTIC Leadership in Five Ways 
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A comprehensive study made by Audience Surveys Inc. covering seven 


Connecticut counties, which include 376,950 *radio families, shows Sta- 
tion WTIC’s dominance in five ways: 


AVERAGE RATINGS ... FIRST in every day-part, day and night, on 
the basis of average ratings by 3 to lL! 

QUARTER-HOUR WINS .. . FIRST in the number of “wins” by 
ter hours for entire week. WTIC has top rating in 88% 
all quarter-hours! 

SHARE OF AUDIENCE... FIRST in average share of audience ... 


3 times that of second station for over-all broadcasting 


NET WEEKLY AUDIENCE ... FIRST in net weekly audience listening 
to strip programs! 
AUDIENCE LOYALTY .. . FIRST in audience loyalty . . . 77% of the 
audience of the average WTIC program is inherited from 


the preceding WTIC program! 


By ever mphancnchennen this survey shows the outstanding dominance 
rous SOUTHERN NEW ENGLAND! 

IGURES? They're “coming up”... but for a com- 

plete and personal “preview” call your local Weed and Company repre- 
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To Rediicld-ickusione 


Frederick Tibbenham, Ipswich, 
England, and New York, fine fur- 
niture manufacturer, has appoint- 
ed Redfield-Johnstone, New York, 
to handle its advertising. News- 
papers and magazines will be 
used. 


Resigns Mennen Account 


Kiesewetter, Wetterau & Baker, | 
New York, has resigned the ac- 
count of the pharmaceutical di- 


vision of Mennen Company, New- 
ark, effective Dec. 1. The agency 
handled the advertising of Men- 
nen antiseptic baby oil and baby 
powder, Quinsana and Quicool. 


Offers Plastic Course 


The Society of the Plastics In- 
dustry, New York, in collaboration 
with New York University, is of- 
fering a course in plastics retail- 
ing and merchandising. The 
classes, which began Sept. 30, will 
meet every Monday night until 
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Hansen Glove - 


Marks 75th Year 
with Special Ads 


MILWAUKEE—Hansén Glove Cor- 
poration, which for 75 years has 
been manufacturing gloves, will 
celebrate its diamond anniversary 
early in November with ads in 
newspapers and trade publications. 
It has a national radio promotion 
stunt up its sleeve, but is not ready 
yet to divulge it. 


s IMPSON-REILLY, re ‘'Hamson Joins KDYL 


Through an aggressive advertis- 
ing and sales promotion policy, th 
ae ee recently ——— pares 2 alt ag poh a rs 
from the Merchant Marine, an ‘ ; ; 
prior to that doing display work a factors in the long o-eagge:-arean 
for Walgreen Drug Company, has |°f the industry to establish gloves 
joined the promotion department | as essential articles of apparel for 
‘of Station KDYL, Salt Lake City.)men and women. 


Originator of the slogan, “Keyed 
to Your Costume,” since copied in 
many apparel lines, the company 
has pushed the idea that fashion- 
ably dressed women wear gloves 
as an integral part of each cos- 
tume. It produces styles for for- 
mal, street and recreational wear. 
Styles and colors are planned a 
year in advance for seasonal mar- 
kets. When women’s dresses ap- 
pear with long sleeves, the Hansen 
glove is available with a short 
cuff. When sleeves become short 
again, Hansen has gloves with 
long cuffs on the market. 

Men’s dress gloves for fall and 
winter are emphasized by national 
advertisements featuring well 
dressed men wearing or holding 
gloves advertised under ‘such 
names as “the short snorter” or 


RRerarcine 


business paper for home furnishings advertising 


TWICE WEEKLY 
Monday and Thursday 
NEWS and ADS on 


1. Furniture and Bedding 
2. Curtains and Draperies 


3. Decorative Accessories 


4. Floor Coverings 


5. China and Glassware 
6. Lamps and Lighting 


7. Housewares 


BECAUSE no other business paper reaches so 
many home furnishings retailers. Current circula- 
tion is over 23,000 —and over 10,000 of that in 


furniture, home furnishings and department stores. 


BECAUSE no other business paper is as eagerly 
read for the news that guides the home furnish- 
ings retailer’s daily decisions. It’s the only home 
furnishings NEWSpaper and the only source for 


fast complete home furnishings news. 


1078 ADVERTISERS Now Use Space REGULARLY IN 
Retaritinc. Almost half of them use NO OTHER 


8. Major Appliances 


9. Radio and Television 


business paper to reach home furnishings retailers. 


vi 


home furnishings 
business paper 


Furnishings 


FAIRCHILD BLDG., 8 E. 13th St., New York 3 


ONE OF THE FAIRCHILD FAMILY of publications that includes 
Women’s Wear Daily, Daily News Record, Men’s Wear, Footwear 


News, Fairchild International and Fairchild Blue Book Directories. 


HIGH FASHION—Hansen 


Glove 

Corp., Milwaukee, has scheduled this 

four-color page in the October issue of 

Harper's Bazaar and the Oct. 15 issue 

of Vogue through Abbott Kimball Co., 
New York. 


“the pig’s whiskers.” To encour- 
age women to buy gloves for men, 
Hansen introduced “hand mates” 


—sets of gloves identically alike 


for men and women. 

The company, through Abbott 
Kimball Company, New York, is 
placing ads for the consumer trade 
in Brides’ Magazine, Harper’s Ba- 
zaar, Mademoiselle, Seventeen, and 
Vogue. -Hansen claims it was the 
first glove company to use four- 
color ads. 

An extensive merchandising 
service supplements its advertis- 
ing. The firm employs such dealer 
helps as Signs, posters, advertising 
mats, display fixtures and elbow 
rests (for use by the customer 
while trying on gloves). It also 
provides its more than 1,300 retail 
outlets in 400 cities with color 
charts showing how its gloves 
harmonize with or match costumes 
and accessories. 


Started in 1871 


The company was founded in 
1871 as Hansen’s Empire Fur Fac- 
tory. At that time it conducted a 
wholesale fur, hat and glove busi- 
ness. Later it became known as 
the Cream City Hat Company and 
in 1901 was incorporated as the 
O. C.. Hansen Mfg. Company. The 
hat, cap and fur business was dis- 
continued at that time. In 1930 
the corporate name was changed 
to the Hansen Glove Corporation 
and the firm discontinued the 
manufacture of work gloves. Since 
then it has devoted itself ex- 
clusively to the manufacture of 
leather and fabric dress gloves for 
men and women and the sale of 
popular priced leather and wool 
gloves and mittens as a jobber. . 

The company, which operates 
five plants in Wisconsin, has com- 
pleted arrangements for a sixth 
plant in Ironwood, Mich., which 
is scheduled to begin production 
this month. The company now 
employs more than 1,000 in its 
plants in Milwaukee, Merrill, Clin- 
tonville, Kiel and Kewaunee, Wis. 


MacGruder Names Verba 


Gil Verba, formerly announcer 
for NBC’s Station KOA, Denver, 
has been appointed vice-president 
in charge of radio of W. W. Mac- 
Gruder, Denver agency. 

The agency has just opened a 
branch office in Albuquerque, 
N. M. 


LUNCHEON DINNER 
COCKTAIL BAR 
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Sower... 


America is sowing the seeds 
of world-wide prospe~ity by 
Dollar Democracy 


In his uncommonly frank and forthright 
article, American Dollars Fight for Peace, 
Senator Elbert D. Thomas of Utah reveals 
what we’re doing in the world-wide war of 
ideas which is raging right now—democracy 
versus communism! The distinguished mem- 
ber of the Senate Foreign Relations Com- 
mittee shows how your tax dollars are being 
used to combat the poverty, panic, disease, 
and despair which breed dictatorship. The 
inside story is fascinating reading. Read it 
in the November issue of The American 
Magazine, on sale at your newsstand today. 


-»-»- AND THE REAPERS 


Senator Thomas realizes Washington’s responsibility to tell 
the nation’s taxpayers where their dollars are being sowed in 
America’s fight against the dictatorships . . . and to describe 
the harvest we expect our Dollar Democracy to reap. 

To discharge this responsibility, he needed a multimillion 
audience of alert, responsive men and women whose opinions 
other people listen to and respect. 

So he did what so many other important people have done 
when they’ve had something important to say. He turned to 
The American Magazine to reach the audience he needed. 

Your advertising message will likewise reap a rich reward 
when it reaches just such an audience as this... an audi- 
ence of both men and women—in 2,500,000 homes all over 
America—who enjoy The American Magazine and hence 
are alive to what’s going on... active in their reaction . 


and quick to do something about it! \ Fehr 


ihe 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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(31 ANA Members 
Average $900,000 
Annual Ad Budget 


Figures Revealed at 
Meeting; Tom Young 
Elected Chairman 


ATLANTIC Ciry—Thomas H. 
Young, advertising director of 
United States Rubber Company, 
New York, was elected chairman 
of the board of the Association 
of National Ad- 
™ vertisers at its 
~ 37th annual 
meeting. He suc- 
ceeds Paul S. El- 
‘ lison, Sylvania 
Electric Products, 
Inc. 

Robert B. 
Brown, Bristol- 
Myers Company, 
New York, was 
elected a_vice- 
chairman, and 
William N. Connally, S. C. John- 
son & Son, Racine, Wis., continues 
as vice-chairman. 

Newly-elected directors are Mr. 
Ellison; Marshall Adams, Mullins 
Mfg. Company, Warren, O.; Val 
Schmitz, F. & M. Schaefer Brew- 
ing Company, Brooklyn; H. M. 
Shackelford, Johns-Manville Com- 
pany, and Albert Brown, The Best 
Foods, Inc., New York. 


Describes Members 


The Association of National Ad- 
vertisers, now 45 years old, has 
a total of 437 company members, 
said Hugh W. Hitchcock, Packard 
Motor Car Company, membership 
chairman. 

These advertisers have an aver- 
age annual advertising appropria- 
tion of $900,000 and an average 
of 60,000 dealers. They have be- 
longed to ANA an average of 12 
years. 

Of ANA services, members like 
the news bulletins and meetings 
the best, ‘“‘problem” questionnaires 
the least, Mr. Hitchcock explained. 
Nearly 80% of them turn out for 
the spring and fall meetings. 


Get Help on Problems 


Four-fifths of members think 
that they can get help on prob- 
lems from ANA files, but only 
half of the members consistently 
use them. While 60% regard as 
“important” such ANA studies as 
those on magazine circulations, 
advertising function and organi- 
zation, and public relations opera- 


T. H. Young 


Use 


REPLY-O LETTER 


FOR 
LOW-COST 
SUBSCRIPTIONS! 


Your copy will do a better job on 
Reply-O Letter. Your lists will be 
more productive. Better over-all re- 
sults are yours when you use this 
easy-to-answer letter. 


Wheft Are 
Your Needs? 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


tion, only 40% use this material. 

The women executives in ANA, 
first organized two years ago, are 
now “80 strong,” said Mrs. Vir- 
ginia Lawson Skinner, Chicopee 
Sales Corporation, New York, 
chairman of educational activi- 
ties. 

This committee’s major project, 
under Ruth Leigh of Cannon Mills, 
has been a study of, and recom- 
mendations for using, various po- 
tential channels of education. 
Studies on this subject which have 


been completed and are available 
to members are on: 

Distributive education, by Isa- 
belle Young, American Can Com- 
pany; public schools, colleges and 
universities, by Marion Morris of 
Bristol-Myers Company; organized 
consumer groups and women’s 
clubs, by Jean Gordon of General 
Foods; wholesaler’s salesmen, by 
Dorothy Meredith of Esmond 
Mills; successful training tech- 
niques employed by America’s 
armed forces, by Margaret Han- 


nan of Standard Oil Company of 
New Jersey; advisory activities for 
Brand Names Research Founda- 
tion, by Ruth Leigh of Cannon 
Mills, and the compilation of a 
permanent library of educational 
literature, by Margaret Davidson 
of Edison General Electric Ap- 
pliance Company. Each individ- 
ual reported on the work of her 
committee. 

Miss Leigh, director of educa- 
tion of Cannon Mills, New York, 
has been elected chairman, and 
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Mary Barber, director of home 
economics of Kellogg Company, 
Battle Creek, Mich., has been 
named co-chairman and spokes- 
man for western members. Miss 
Morris of Bristol-Myers becomes 
project chairman. 


Irving Davis Moves 

The Irving Davis Company, New 
York advertising agency, has 
moved its offices from 655 Fifth 
Ave. to 15 Park Row. New tele- 
phone number is Beekman 3-5409. 
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MOTOR AGE * COMMERCIAL CAR JOURNAL © THE SPECTATOR LIFE INSURANCE IN 
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CBS Snags 2nd 
NBC Soap Opera 


New YorK — Columbia Broad- 
casting System for thé second time 
in a month has lured a soap-opera 
sponsor away from the National 
Broadcasting Company. 

The Manhattan Soap Company, 
New York, will move its daytime 
serial, “Barry Cameron,” to CBS 
starting Nov. 18. The program, 
heard for Blu-White and Sweet- 


heart soap through the Duane 
Jones agency, will be aired Mon- 
days through Friday, 2:45-3 p.m. 

Last month Carnation Company 
moved its “Lone Journey” serial 
= NBC to Columbia (AA, Sept. 
23). 


K&E Promotes Cox 


Edwin Cox, vice-president of 
Kenyon & Eckhardt, New York, 
which he joined in 1933, has been 
appointed senior vice-president in 
charge of creative work. 


IBM Promotes Kenny 


John J. Kenny, field operations 
executive of International Busi- 
ness Machines Corporation, New 
York, has been appointed manager 
of sales promotion for the entire 
IBM organization. 


Ad Bureau Names Palmer 


Jack Palmer, formerly with J. 
Walter Thompson Company and 
Erwin, Wasey & Co., has been 
mamed director of the Portland 
Advertising Research Bureau, a 


grocery classification consumer re- 
search foundation cooperatively 
established for the corporate city 
limits of Portland by the Ore- 
gonian and Oregon Journal. Tem- 
porary offices are in the Oregonian 
building. 


Airs Michigan Games 


Standard Oil Company of In- 
diana, through McCann-Erickson, 
Chicago, is sponsoring, over Sta- 
tion WJR, Detroit, all the football 
games, both home and away, of 
the University of Michigan. 


A mathematical wizard who knows 
how to put a quart measure into 
a pint cup. 


Of course, his ability to perform this little trick would be just an indication that the man 
we are looking for might be able to show us—with figures—how the schemes for spend- 
ing billions of dollars, so often proposed by those to whom one congressman refers as “the 
glib young men", are going to maintain private enterprise and actually cut the. national 
debt. These are the claims being made for such schemes and projects by their authors. 


Frankly, we believe that it's going to be too much of a job for 
our wizard—much more difficult, we fear, than putting a quart 
measure into a pint cup. What's more, we feel sure that what 
our wizard will prove in actual fact is that we are right in our 
belief that the adoption of any of these schemes to spend our 
way into perpetual prosperity would actually smother the 
Nation's economy under an ever-pyramiding debt. 


We, at Chilton, feel that it is time to stop playing with those ciphers that so quickly trans- 
form millions into billions and, finally, into hundreds of billions . . . time to consider ways 
and means of hacking off a few of these ciphers from figures tossed around in discussions 
of the Government's fiscal affairs . . . time to return to the belief in a simple mathematical 
formula that says expenditures must be kept within the limits of income—National or in- 
dividual—if we want to avoid disastrous debt. 


CHILTON 


Chestnut and 56th Sts. 


Philadelphia 39, Pa. 


COMPANY (Inc.) 


100 East 42nd Street 
New York 17, N. Y. 


Chilton sources and influences are world-wide. Together with another publisher, Chilton 
Company (Inc.) has an equal interest in Business Publishers’ International Corp., 
publishing THE AMERICAN AUTOMOBILE 
AMERICANO; INGENIERIA INTERNACIONAL INDUSTRIA; 


(Overseas Edition); 


CIONAL CONSTRUCCION; and EL FARMACEUTICO. 


EL AUTOMOVIL 
INGENIERIA INTERNA- 


"CHILTON 


JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE AND AVIATION INDUSTRIES 
ACTION © THE SPECTATOR PROPERTY INSURANCE REVIEW ¢ DISTRIBUTION AGE 


RADAR COOKER—Radar returns to 

peace as part of this hamburger grill, 

which cooks the meat in 35 seconds, 

bakes a cake in 29. It's called Ray- 

theon Radarange, made by Raytheon. 
Mfg. Co., Waltham, Mass. 


Radar Returns- 
As Instant Grill 
for Hamburgers 


NEw YorK—Radar has come 
back from the wars—to cook ham- 
burgers! The Raytheon Radarange 
(Raytheon Mfg. Company, Wal- 
tham, Mass.), using the magne- 
tron tube, the very heart of all 
radar, can grill a hamburger sand- 
wich in 35 seconds, bake a cake 
in 29 seconds and prepare a com- 
plete meal in less than a minute. 

It is being introduced here in 
two sizes, one a sandwich size 
model for preparation of ham- 
burgers, small baking, etc., and 
another for use aboard airplanes, 
railroads, ships, etc. This model 
is capable of producing a complete 
meal. 

While no sales plans have been 
announced, the company said that 
the-two models are in production 
and that the larger of the two will 
be, marketed to various public 
dispensers of foods. 

For chefs who may not have 
second hands on their watches, 
the machines have automatic 
timers which shut the units off 
when food is finished. 


Irv Levy to Hearst 


Irv Levy, formerly with the 
feature department of the Asso- 
ciated Press, has joined the Hearst 
promotion unit handling editorial 
and circulation promotion for The 
American Weekly, Puck—The 
Comic Weekly and Pictorial Re- 
view. 


GET THE 
CLIPPINGS— 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We. read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, W.Y.C.7, N.Y. 
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signatory banks in major cities 
east of the Rockies sought unsuc- 
cessfully to get from the antitrust 
division of the Justice Department 
| assurances that the sales plan 
|would not violate the antitrust 
Curcaco—Failure to win ad= (ee ee ee oiggected when 
ag Ame nd q the Jus- ithe plan was first unveiled that it 
t a 8TOUP| might invite investigation, and 
of more than 1,000 banks to drop | possible antitrust action, because 
the National Sales Finance Plan jt embraced such financing features 
under which they intended to han- | as uniform contracts and rates, as 
dle instalment financing of house- | well as uniform reserves. 
hold appliances. | Had the plan continued, mem- 
The plan was announced last | ber banks intended to cooperate 
winter, when headquarters were with household appliance makers 
established in the Board of Trade | in financing retail sales of their 
building here (AA, Nov. 26, 1945), products, by means of non-exclu- 
with William B. Hall, formerly as-| sive contracts. Individual banks 
sociated with the Detroit Bank, as | are unable to make contracts with 
coordinator. ‘manufacturers covering sales in 
The Detroit Bank and 12 other extended areas, a stumbling block | 


Instalment Sales 
Plan Dropped by 
Bank Network 


which the plam hoped to remove. 

A similar banking network is 
operated in 11 western states by 
the Bank of America, but almost 
all of the institutions are Bank of 
America branches or are operated 
oy the parent concern, Transamer- 
ica Corporation. 


Boyle-Midway in Record 
Furniture Polish Drive 


Boyle-Midway, Inc., New York, 
will promote Old English Scratch 
Cover polish this fall in a record 
advertising campaign in news- 
papers and radio. A total of 76 
newspapers throughout the coun- 
try, with a combined circulation 
of 17,111,375, will carry a two-per- 
week schedule into December of 
advertisements featuring the 
theme, “Hides scratches and pol- 
ishes furniture—both at the same 


time.” A 39-week campaign is 
also now under way on Coast-to- 
coast network programs “Our Gal 
Sunday” heard over CBS, and on 
“Just Plain Bill,” over NBC. 

Dancer-Fitzgerald-Sample, New 
York, is the agency. 


Issues Export Directory 


“Export Advertising News,” or- 
gan of the Export Advertising As- 
sociation, 20 Vesey St., New York 
7, contains a directory of export 
publications in its current issue. 
Copies are available while the 
supply lasts. 


Agency Changes Name 

Walter Haehnle Advertising 
Agency, Cincinnati, has changed 
its name to Haehnle Advertising. 
There will be no change in the 
ownership, management, or poli- 
cies of the partnership. 


their newspapers from front to back with 


readership definitely offers national 
advertisers their most effective 


“foot in the door” for increased sales 


_. in the Washington, D. C., market. 
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In Washington the STAR means home delivered selling 
. . . 80 percent of its 211,046 daily and 226,094 
Sunday subscribers (A.B.C. figures, March 31, 1946) receive 
home delivery . . . an important sales factor for : 


advertisers who know that home delivery customers read 


attention. This “quality” circulation and 
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"RITIN' & RANCHIN'—John Jameson, 
v.p. of McCann-Erickson, Chicago, gets 
a special copper plaque from fellow 
workers as he takes a leave of absence 
to write and live on his Wyoming 
ranch. At right is Sidney Wells, v.p. 
and head of the creative division of 
McCann's Chicago office. 


McCann Chicago 
Staff Regrouped; 
Jameson on Leave 


Cuicaco—Sidney A. Wells, vice- 
president and art director in the 
Chicago office of McCann-Erick- 
son, has been named head of the 
creative division, in charge of both 
art and copy departments. His 
appointment follows decision of 
John J. Jameson, vice-president 
and copy chief for the agency 
HRete, to take an extended leave of 
abstnee to devote all his time to 
writing’ 

Mr. ®ameson has been with 
McCann for more than 20 years, 
working in Chicago, Cleveland, 
Detroit and Minneapolis offices. 
He plans to live at his Walking J 


Curtis Berrien 


Wm. Scott 


ranch, near Big Horn, Wyo. Much 
of his writing will be about life 
in that area. 

Homer Havermale, vice-presi- 
dent in charge of McCann’s office 
here, has also named William C. 
Scott manager of the art depart- 
ment and art director for ap- 
pliance and general account 
groups. A. A. Schmid becomes art 
Girector for the petroleum group 
and Joseph Kubricht will direct 
art for food accounts. 

Curtis Berrien, who joined the 
staff after three years in the Navy, 
has been appointed manager of 
the copy department. He formerly 
worked in New York, Cleveland 
and Chicago offices of the agency. 
Bruce Baldwin, in the ~Army for 
five years, has been named to 
assist Harold G. Anderson, copy 
chief of the petroleum group. 


Co-op Group to Meet 


The quarterly meeting of the 
national merchandising and plan- 
ning committee of the Red & 
White Corporation, cooperative 
voluntary group of independent 
wholesalers and retailers, will be 
held Oct. 19-20 at the Blackstone 
Hotel, Chicago. The committee 
will discuss new labels and pack- 
age designs, merchandising plans, 
new store front signs, expansion of 
Red & White services, etc. 


WNWU Opens 46th Branch 


Western Newspaper Union has 
opened a branch office in Ocala, 
Fla., its 46th office. The new 
branch is headed by Fred E. Orr, 
manager, with Ed Cleghorn as 
state editor, Ash Wing, service 


i and £. O. Johns, advertis- 
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‘Beamed Program’ 


Pays Retailer, 
NAB Unit Insists 


Joske Test Proves 
Successful; Store 
Sales Increase 


WASHINGTON—A “beamed pro- 
gram” radio technique for retail- 
ers can result in a _ powerful 
supplementary selling force at a 
relatively small expense, the 
NAB’s Joske Committee claims in 
the first instalments of its report 
on “clinical” tests conducted at 
the San Antonio department store 
throughout 1945. 

As authority for its conclusion, 
the committee offers an _ inde- 
pendent audit of store business 
during the year showing an in- 
crease in sales in all departments, 
with greater increases registered 
receiving the 
larger number of radio commer- 
cials. 

In explaining the ‘beamed pro- 


’ gram” technique, the committee 


says that radio programs, like 
magazines, must be tailored for a 
particular audience. “Programs 
are most effective when beamed at 
the particular group or groups of 
people who will be the most likely 
potential customers for particular 
types of merchandise.” 


Network Style ‘Out’ 


Retailers should avoid sponsor- 
ship of programs which try to be 
“all things to all people,” the com- 
mittee feels. “For example, Joske’s 
did not consider trying to build 
another Jack Benny program. 

“It is believed to be more profit- 
able to sponsor programs which 
emphasize the immediate advan- 
tages the store offers to particular 
consumer groups, than to try to 
imitate national advertisers who 
are aiming at widespread con- 
sumer acceptance only.” 

At the beginning of the coopera- 


“tive test between NAB and Joske’s, 


a member of the Allied Stores 
Corporation, Joske’s agreed to in- 
crease its advertising budget so 
that 20% of its spending would 
be in radio, while the total in 
other media would remain at 1944 
levels. 

Joske’s programs, stations and 
program hours were selected on 
the basis of ability to serve ad- 
vertising needs of specific depart- 
ments. Every division and de- 
partment was carefully studied 
from the viewpoint of what could 
profitably be promoted by radio. 


Consumer Studies Analyzed 


Each of several consumer sur- 
veys were analyzed to determine 
the unknown merchandise or serv- 
ice which could be effectively 
promoted. All five local radio 
stations were studied for cover- 
age, available time, existing or 
easy-to-build programs to reach 


“That Green Hornet on WFDF Flint 


is going to wreck that kid’s nerves!” 


specific audiences desired for par- 

ticular merchandise or service. 
At the end of the year, auditors 

found that departments receiving 


the larger number of radio com-|. 


mercials made a better showing 
in comparison with Federal Re- 
serve averages than departments 
receiving the lesser number of 
commercials, and that the same 
departments, using more radio in 
1945, made a better relative show- 
ing in comparison with Federal 
Reserve averages in 1945 than 
they did in 1944. 

With only 20% of its advertis- 
ing budget, Joske’s became a dom- 
inant radio advertiser, the com- 
mittee said. At the end of the 
test, a Crossley survey found that 
47% looked to Joske as the out- 
standing newspaper advertiser for 


particular products, and 52.2% 
considered Joske messages the 
leading radio commercials for 
similar products. 


Stress Institutional Values 


The formula for Joske radio ad- 
vertising drew on _ institutional 
values as well as direct promo- 
tion. The first object was to in- 
crease store traffic through pro- 
motion of “in demand” merchan- 
dise, and by acceptance of Joske’s 
as the first place to turn for pur- 
chase of needs. 

In working out a schedule call- 
ing for 109 spot announcements 
and 54 programs weekly, the test 
group also sought to extend the 
store’s trading area by reaching 
out-of-town customers; increase 
effectiveness of newspaper adver- 


tising by an extra impact, help 
the sales ferce by “pre-selling,” 
improve relationships with manu- 
facturers and designers, and mag- 
azines by tie-in promotion of 
brands and lines. 

The committee found creative 
program talent was scarce in San 
Antonio. It urged stations inter- 
ested in building retail business to 
train writers, producers and other 
talent which can be used to create 
programs suited to store purposes. 


Eliminates Hunches 


Chief virtue of the beamed pro- 
gram technique is the elimination 
of “hunches,” the committee 
stressed. “It prompts the retailer 
to decide what he is going to use 
his radio time for; to set specific 
objectives; to coordinate his radio 


ee! 
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effort with the entire promotional 
and merchandising plan of the 
store.” 

Because it simply involves ad- 
justing programming to reach the 
group a store wants to sell, it is 
adaptable to all retailers, large 
or small, NAB feels. From the 
point of view of the broadcaster 
it involves greater exchange of in- 
formation and more _ frequent 
meetings with the retailers, which 
can lead to mutual confidence. 

The beamed program technique 
encourages concentrated schedul- 
ing of selected lines of merchan- 
dise or departments. It recom- 
mends use of programs rather than 
announcements in order to attract 
the desired audience. It gives 
copywriters a “factual basis” for 
beaming their work, “minimizing 


What can a National Advertiser 


enews the sales and advertising problems of a large 


company can prove pretty complex. 


So complex, that sometimes it’s all too easy to lose sight 


message? 


of the bread-and-butter fundamentals—the fundamentals that 
never fail to sell merchandise or service. 


Take any local merchant. He has the same problem you 


have— getting more customers. 


So, what does he do first? 


With simple logic he sets up shop where the traffic is 
heaviest. For he knows that where the traffic is heaviest, the sales 


are highest! 


Where can you find the heaviest traffic for your sales 


There's just ove answer to that—in Metro Group Gravure. 


Metro Group Gravure consists of the locally edited 
Magazine Picture Sections of 26 Sunday newspapers, 


providing the highest penetration in the nation’s top 


markets, where 70 per cent of retail sales take place. 


gar This national newspaper network gives you a minimum 


of 50 per cent coverage, an average of 78 per cent, in 486 of 
the country’s 1,074 cities of 10,000 population and over— 


plus 6,000,000 families elsewhere in the nation. 


Metropolitan Group Gravure 


SUNDAY MAGAZINE PICTURE SECTIONS 


THE NATIONAL NEWSPAPER NETWORK,..EDITED LOCALLY FOR 14,000,000 FAMILIES 


on! ie Coa : Seabee es ; é Re He Sie: i a 3 ; i : sia Decdis 3 onus ne paral ro re res | Satay eae Guat beste ey. ‘ 
{ em Sabcud Woe Manee ee ese), Oe, 8 iets bie, ios one < iy ole LS a % 4 ee nae: Si rece as < es e i sate ge Ss Be gS hE oR te te eat ms & Wat 
: ee Fe ot at Aces GM ls ce “4 Fae GE Lb Sea esas Se eee : Ca ee ¥ Be a 5 Peps | Sama 4 ees x iad 1 ee Feet N ee a5 rence S Le ED EM EWA < pia el ehh ped Bee agi ye 7 
si 2 ’ ‘ 
aes | | 
ee | 
ae 
: | 
ap - mh ‘ ’ j 
ie 
| | 
} | 
. 
| | ae 
| 
_—_—_——  _—_ ._.O0.0€—C.&CC—— ae 
2 f6 
‘Sete 
ae 
ie 2 he “ . 
7 ee 
1 
: . : : : ; j er, | 
Fi jam ew : i ae i i es ii 2 i “: PA 
f fee ee EA eee co a | ie : ie * P ee. ay eae re et é : fy ssa 5.8 
Apes : Wage aed SE as oie 4 = eee i a , DemsEe een? eee ccc mummmant  h a ee 
‘ogre — = gp ieee mene 5 : gies (Pee cee = Gnas Mar Gere ee sca ag 
pee — eats oe ee eee 
Pa: errs Bios : 3. CER m EES & ; a lt Ces: Ca: aacet 
: ‘ acer con wee Vu eed mE 1 ae ere ee ae — a oe Ts _ = is 
SS Sa Eee A CE. enn sD wee peng ee Ra grees eee OE ee SE Cae COE TE, Ry ND CES RRR NUR il AR CN Sa ce a RR LT OE RE egy es ae ee ba Aes 
ae a eh i ae a Ne ig a hae I sg ea ae aa ee BY ee eee e oe EO ) eee 
he ee a tend i a ‘ee ’ 7? a a oo wks on ee Oe ee ee a, eee Poe 
piss eo. : . 4 i » ae | | ‘4 » S : PE Oe EME Pe OS ERR Me MR RR Case e gee oe Re Ne Ree eg , se te 
Eates gh PY s oS tag é | sg : ey | eee \ | 4 1 ee, E 4 - F: iS Le ee ce ee Pe gee Oe Pe Pe i 1 i 7. - 
ae ee eee ee z et fi ee 3 wR 4 eS @ addi a ite Beene se g E : % x SSR Re aN ae a ee Me cars gets ean ake g aaa aunt ‘ Ng 
a ae * ee Sas Rams aed : * SL EAMES. SLE | BRUTE e i 
ae " Y 5 a, Ss 
aan 
ty. “oe a a ‘ F 1 te ac eon 
. be ee FY : : 3 ’ : ein a 
— ae rset anannnnnnannnann \ nerannanrninnmmntinnnnnnnnener nA tb A A 4 a SOR ee Re TE RE LE LT Ne ee SD ea : csstnosibscbccc saci Sie Pi SME a i, ABN oe NS RTT OR EE NOC TEST SO eS EROS : ee ee CR 
ie a: | pot ee. ee Z 4 ~— ee ek eee SE ss o te ‘ ee 8 coe er ae g Cees oe aie 4 i £ 
Bas: | pee ere — es (ia teases Cea ee eee ed LO Sa ae 3 } 
Se y ek ee ei a ; ae = pe re ee ee . SR ere Me ei. i é hess 
ss | jer Fi — Ee? ee 8 ea | ee 
ny } 3 Sitti a: . - : i ee hai One — BS eg LC OP, be og ae ea aa 3 a Pe 4 oer 
wee ' | 3 a ‘ . oe EP « i : : eg 3 By 3 re ae we es. 2 ah ae ry r ss sa : Ee pater fd ; 
ay , rN ew a i Ors SR ee Wee of # Re 5” se Ha gs ¥ ‘i eee P te 
ee” ie eS Be: Maite cs > y 4 ee if Ae a a Cee atte | TIEN: os 
- | & a ky ad! 3 VA I ae Soy Tey C*) Bee es See Set 
—— Se Mie, &, i My. bs . at: gay : in et eS. a i. .-taoo <. oe Gee Le i) - 
‘i ae fore S| aaa ps Ay €& ae ~——— Seen . 3 ee ee ~~ IM "I ¥ 
‘ « a \\ ge 4 4 : n— an] 4] s j pe ‘ in te at eee ex eas | p 
' a : 4 ee a rs 3 ; ie g! - f y UO Peg | a) ; Se ee ae 
Oye op . Yee : i - . is } a 4 K pe, - 3 ? . : } 4 ke waite ‘gi 4 Ve be ‘a 3 a mePe ie 7 m4 Eee noe 
Ceara . t 7 ‘ ; . ey Ese BS Al 3 ae se ¢ Ve ee be oat, ee Bei, Ea ay ey fn 3 
‘ oa —_ Pe ‘ Med SS é ‘ } iB — eid =, P iw —~ — hee 
; ie eee bt Boe : : ae ‘ Bagi 2 BS oo ai 2  % 
Ee : 2 en cernn om Ok ; oe | : sec See ae 
& ACL ae j ae ae E 4 a. & — H — : ti 4 ne , = | # a , ; 
a hare oS. ae ae Pin} 4 bow, “ = AP al ee. “Sb: ‘eal i by ee i 
oh 8 NM 42 45 a. > * ae 224: sya, A >. 
ye RR 6% Me 3 Te H sasietiinstiaiisionmaimeniioajacen Satie 23 a = ~aanusii 5 ile Ba isi ist Se A ; 
Snes lr ee eee ee eee rm : 
ae ee re Seo ae Sal 22 pe ee ee ee rr —eees—“‘i eS 
a a 
: aS ee | 
ee ee | 
ae e | 
ee e i 
By ee 
ea — 
oes 
‘ Be 
_ 
a Wayatonl T1JUre 
. ia b) 
. Ao 5 ee 
er \ WN 
i “> he i, 
a, 01) BS y 
eee. Bee \ 
me “iy eel 7 v 
i ai at , 
, > 
— I — oe \ 
= uN, ~. f 
| —_ \} = {SN 
Bor) VA) 
E ~ SWS Aa 
RAY te 
Be ASS Sh 
NN ee 
= = ) | 
—_—o 
—_— ” J 
ee 
_—-—_--__——— 
ae ¥ LS | 


7, 1946 


notional 
of the 


Ves ad- 
ach the 
ll, it is 
s, large 
‘om the 
adcaster 
fe of in- 
requent 
3, which 
ence. 

chnique 
;chedul- 
erchan- 
recom- 
her than 
» attract 
t gives 
sis’ for 
1imizing 


Advertising Age, October 7, 1946 


“he temptation for talent to be 


overly concerned in expressing its 
own personality.” 

As for a specific budget for a 
particular store, the committee 
said the store must consider the 
cost of local newspaper advertis- 
ing, the cost and coverage of local 
radio stations, and the type of job 
that needs to be done. 


Hits ‘In and Outers’ 


“Radio advertising is effective 
when properly planned and when 
used boldly, sufficiently and regu- 
larly,” the committee said. “If 
you plan to stop, don’t start. In 
and outers may be successful, but 
if they are it is probably acci- 
dental.” 

This week’s release included the 
first two of five chapters on “Radio 


for Retailers” that have been 
completed in the continuing study. 
Dealing with “planning” and “re- 
sults,” they have been printed in 
looseleaf form. NAB members 
received free copies. Additional 
copies are available from NAB and 
the National Retail Dry Goods As- 
sociation, 100 W. 31st St., 
York City, for $3. 


Bloomingdale Adwoman 
Writes Copy Guide 


Mrs. Ruth L. Stein, advertising 
manager of Bloomingdale’s de- 
partment store in New York, has 
written a book designed to guide 
young women interested in be- 
coming retail advertising copy- 
writers. 

The book, “Count Your Charac- 
ters,” ‘was published by Harcourt 


New. 


Brace & Co. on Oct. 3 and sells 
for $2. It takes the beginner 
through all the steps from a per- 
sonal inventory and securing a 
job to the fundamentals of copy- 
writing and the organization of a 
retail advertising department. 


Renews Blade Show 


Chicago Motor Club, through 
Agency Service Corporation, Chi- 
cago, has renewed the Jimmy 
Blade musical program for 52 
weeks, effective Sept. 30. The 
program is heard Mondays through 
Fridays. 


Grealish Moves 


James D. Grealish, for seven 
years a sales executive with the 
Florsheim Shoe Company and 
formerly assistant to the president 
of Westminster Hosiery, has joined 


Staffordwear, Inc., New York, as 
vice-president and general man- 
ager of all company operations. 
Staffordwear will distribute its 
products (robes, muffler and glove 
sets, mufflers, etc.) nationally by 
its own sales organization, effec- 
tive early next year. 


Dailies Increase Price 


Record and Times-Leader, 
Wilkes-Barre, Pa., have increased 
their per-copy sales prices from 
three to five cents and home de- 
livery rates from 18 cents to 24 
cents a week. 


Austin Joins U. S. Steel 


Kenneth Austin, financial writer 
for the New York Times since 
January, 1927, has joined the pub- 
lic relations staff of United States 
Steel Corporation, Chicago. 


learn from a local merchant? 


How can you be sure you reach all these people? Well, 
remember—these Magazine Picture Sections are /ocally edited 
for /ocal interest. And that spells local impact! It explains, too, 
why 90 per cent of the readers of the papers turn to them—to 
give them the highest average inside page traffic of any section. 
That goes for men and women. 


Maybe your product isn’t distributed widely enough to 


RE All of which adds up to: 


(1) the biggest assembled audience in print with the 
highest reader interest available anywhere in one single 
buy, (2) the greatest opportunity for local tie-in and 
local interest of any medium, (3) the widest flexibility 


offered by any single medium, plus (4) the savings of 


watrant so thorough an exposure of your sales message to so 


many men and women. 


So, with Metro Group Gravure, you can take any com- 
bination of the total 26 papers down to 10 publishing cities— 
to fit your particular distribution pattern. 


ATLANTA JOURNAL 
BALTIMORE SUN 

BOSTON GLOBE 

BOSTON HERALD 

BUFFALO COURIER-EXPRESS 
CHICAGO TRIBUNE 


CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER 
DES MOINES REGISTER 
DETROIT FREE PRESS 
DETROIT NEWS 
INDIANAPOLIS STAR 


SYRACUSE POST-STANDARD 


LOS ANGELES TIMES 
MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 
NEW YORK NEWS 
PHILADELPHIA INQUIRER 
PITTSBURGH PRESS 


Metro’s group rates. 


* * * 


SEATTLE TIMES 


WASHINGTON STAR 


Maybe it’s time you were seeing a Metro Group representa- 
tive. He will gladly fill in all the facts and figures. Phone or 
write Metro’s nearest office. 


PROVIDENCE JOURNAL 

ST. LOUIS GLOBE-DEMOCRAT 
ST. LOUIS POST-DISPATCH 
ST. PAUL PIONEER PRESS 


SPRINGFIELD UNION AND REPUBLICAN 
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Raleigh 903 Given 
Combination Push 
in N. Y., Chicago 


LOUISVILLE — Brown & William- 
son Tobacco Corporation, which 
has been testing a new cigaret, 
the Raleigh 903, in three markets 
since this summer (AA, July 15), 
has started a test combination offer 
in New York and Chicago. 

The Chicago Tribune and New 
York Daily News carried an offer 
of a Derby cigaret lighter and five 


“YO Ail VETERANS AND SERVICEMEN— THEIR FRIENDS AND FAMUES! 


. THIS STUNNING 


Please Cleaget NS Sine 
LIGHTER WITH YOUR INSIGNIA 


packs of 903’s to servicemen and 
veterans for $2, but future adver- 
tisements in the newspapers and 
in November issues of American 
Legion Magazine and Foreign 
Service will boost the price to 
$2.50. 

Otherwise, W. R. Hendricks, 
B&W’s advertising director told 
AA, the 903’s will be confined to 
their original three test markets, 
Des Moines, Grand Rapids and 
Louisville, for the remainder of 
1946. 

In November, Mr. Hendricks 
said, the company will decide 
whether and how much it will ex- 
pand advertising and marketing of 
the cigarets in 1947. 

In the three test markets, the 
company is supplementing its 
newspaper advertising with spot 
radio, principally network cut-ins, 
Ted Bates, Inc., New York, is the 
agency. 


Whipple Agency Moves 

Claude E. Whipple Advertising 
has moved to 912 Park Avenue 
building, 2011 Park Ave., Detroit. 


Buffalo's largest chain of © 
theaters, with three first- . 
run and eight neighbor- — 
hood houses, placed | 
52.9% of its 1945 ad- | 
vertising lineage: in the © 
Courier-Express. 


You'll find thatit’s equal- | 
ly good “box office” for - 
you to remember that in | 
Buffalo 


++. You Need the | 
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Two Name Kight Agency 


Kight Advertising Company, 
Columbus, O., has been appointed 
to handle the advertising of Ar- 
lington Homes Mfg. Company, 
Cleveland and Columbus, maker 
of preassembled houses, using 
newspapers, radio, direct mail and 
business papers, and Meridian 
Plastics, Byesville, O., maker of 
constant temperature circulators 
for plastic dies, using direct mail. 


Royal Promotes Ryan 
Royal Typewriter Company, 
New York, has promoted Fortune 
Peter Ryan to assistant to the 
president. His grandfather, Thomas 
Fortune Ryan, founded the firm 
in 1904, and his father, the late 
Allen A. Ryan, was once presi- 
dent. His brother, Allen Ryan, 


is chairman of the board. The 
new appointee joined the New 
York sales department of the 
company in 1934. 


Canadian Group Elects 


A. G. Burns, manager of the 
University of Toronto Press, has 
been elected president of the To- 
ronto Graphic Arts Association. 
Other officers appointed are: Vice- 
presidents, L. G. James and At- 
well Fleming, and treasurer, Alex 
Ghilchrist. 


To Eggers-Rankin 

John Nooter Boiler Works Com- 
pany, St. Louis, has appointed 
Eggers-Rankin Advertising Serv- 
ice,,St. Louis, to handle its adver- 
tising. 


GIBBONS 


ADVERTISING Jd. J 


TORONTO MONTREAL WINNIPEG, 


REGINA, 


KNOWS CANADA 
. GIBBONS LTD. 


O° BAY STREET 


MERCHANDISING 


- TORONTO 
CALGARY, 


EOMONTON VANCOUVER 


Bustillo to Vladimir 


Manuel Bustillo, formerly ad- 
vertising manager for’ Latin 
America for Bristol-Myers Com- 
pany, has joined Irwin Vladimir 
& Co., New York export agency, 
as chief of the Spanish creative 
department. Mr. Bustillo was 
previously chief copywriter for 
the international division of Grant 
Advertising and chief copywriter 
for Sterling Products Interna- 
tional, New York. 


Canadians Name Miller 

Alex M. Miller, one-time presi- 
dent of the Association of Cana- 
dian Advertisers, has been ap- 
pointed manager of the Canadian 
Association of Advertising Agen- 
cies, Toronto. 


Names Hayhurst Agency 

White Sewing Machine Prod- 
ucts, Toronto, has named F. H. 
Hayhurst Company, Toronto, to 
handle its advertising in Canada. 


No Tax Deduction 
for ‘Opportunity’ 
Ads, Is Warning 


(Continued from Page 1) 


division, questioned whether In- 
ternal Revenue really felt as 
strongly about “American Oppor- 
tunity” ads as Mr. Marsh tried to 
imply. 

In fact, Mr. O’Connor did some 
preliminary research on this in 
telephone conversations with Mr. 
Sherwood and members of his 
staff, then wrote to request offi- 
cial clarification of the confusion 
Mr. Marsh had created. 

An active, full-time “foe of the 
profit system,” erudite, round 
shouldered Ben Marsh is a fami- 


a nation-wide Starch Survey on who reads the Pejps 


The man who reads the pulps is no longer an enigma. Under Dr. Daniel 
Starch’s inquisitive probing, he turns out to be... but wait until you see the 
FACTS AND FIGURES .. . Strictly for admen — space buyers, account 
executives, admanagers, salesmanagers — is Dr. Starch’s nation-wide 


personal interview survey of THRILLING GROUP readers—completed in 


1946. Incomes, ages, occupations, brand preferences—all these and 
more are covered. For the first time, here’s a survey that answers 
every conceivable question you could ask about this market of over 
2,000,000* men; accurately, specifically, comprehensively. Here is 
HOW TO SEE IT . .. Arrange a convenient meeting! Phone, 
write or wire. No advertiser seHing to men can afford to miss 


the complete Starch report on THRILLING GROUP readers. 


Thrilling Fiction Group 


10 E. 40th ST., NEW YORK 16 


*ABC 
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liar fixture on the Washington 
scene, and a well liked member of 
the National Press Club. 


‘Registered Lobbyist’ 


A frequent witness before Con- 
gressional investigating commit- 
tees, he was the first to rush to 
the capitol last month to register 
under a new law requiring lobby- 
ists to reveal their financial re- 
sources. 

In his statement at that time, he 
said the People’s Lobby paid him 
a salary of $175 a month, which 
was his only income. Since then 
he has facetiously signed letters 
and statements, “Benjamin C. 
Marsh, Registered Lobbyist.” Re- 
cently he suggested that all Con- 
gressmen and top government offi- 
cials be required to file a similar 
registration exposing their sources 
of income. 

The idea of concerted advertis- 
ing for “American Opportunity” 
instinctively offended’ Mr. Marsh, 
who protested that it constituted 
lobbying rather than a necessary 
business expense. 


Explains Deductible Ads 


Extracts from the Sherwood let- 
ter explained: “It may be stated 
generally that the cost of adver- 
tising may be deductéd only when 
such advertising is designed to in- 
terest the public in the company 
or its products with the object in 
view of producing a return com- 
mensurate with the amount of 
such expenditures. 


“Any cost of advertising space 


or time that is not designed to cre- 
ate such interest or produce such 
result may not be deducted. 

“It may also be stated gener- 
ally that sums of money expended 
for lobbying purposes, the promo- 
tion or defeat of legislation and 
the exploitation of propaganda, in- 
cluding . advertising other than 
trade advertising, are not deduct- 
ible from gross income.” 

If the letter is as conclusive as 
Mr. Marsh believes, it extends not 
only to advertising which firms 
might do under the Chamber pro- 
gram, but also to the legislative 
advice which industry and labor 
have offered on OPA and other 
matters via the ad columns. 


Marsh Assails ‘Gougers’ 


Mr. Marsh was _ particularly 
pleased about the reference to lob- 
bying, which appeared to be the 
most specific part of the statement. 
“The Treasury is on record that 
gougers, reinforced by the emas- 
culation of price control, may 
not charge the cost of trying to 
bamboozle the people to the vic- 
timized customers,” he proclaimed. 
“We may now expect a large in- 
crease in federal income from 
taxes on profits which shocked the 
moral sensibilities of mankind 
throughout the world.” | 

Income tax regulations require 
that any type and amount of ad- 
vertising expenditure to be con- 
sidered deductible must be “an 
ordinary and necessary expense” 
and that it shall not be made “to 
avoid income taxes.” 

It has been well established by 
federal examiners that excessive 
amounts spent on advertising for 
lobbying are not deductible but it 
is ridiculous to assume at this 
point, Chamber officials point out, 
that the “American Opportunity” 
ads, as they will be developed, will 
be “lobbying.” 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat-or drink 

. .. Or something to wear, or just 
about anything. Here’s a market 
that really egapence to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. t the facts on 
some of the success stories built by 

vertising this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 


545 FIFTH AVENUE, NEW YORK 
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Fight Communism 
with Action, Nof 
Verbiage: Young 


Cuicaco— James W. Young, 
chairman of the Advertising Coun- 
cil, advocated more free enterprise 
and less talk about it, at the open- 
ing fall luncheon meeting of the 
Chicago Federated Advertising 
Club Sept. 26. 

Too many Americans, he assert- 
ed, instinctively reply to commu- 
nistic attacks on the U. S. economic 
system by damning the attackers 
as knaves and fools and by relying 
on verbal exposition and argument 
to convince the wavering of their 
error. “Great has been the heat 
and little has been the light,’ he 
said. 

“Public opinion polls,” he con- 
tinued, “show that you cannot get 
any substantial vote for commu- 
nism or even socialism in this 
country today. But they will also 
show that you can often get a very 
large majority for a particular 
method of solving a problem which 
is, in fact, a step in the direction 
of a regimented state. In short, the 
technique of expostulation fails to 
get at the real problen..” 


Demands ‘More Cunning’ 


The better technique, Mr. Young 
advocated, is the “more cunning” 
one of “removing the concrete evils 
which cause men to doubt, in their 
own cases, the valve of our free 
American way of life. Thus I think 
that the way to combat the spread 
of communism in Europe is to feed 
the starving, as we did in our fam- 
ine emergency program—and not 
to mouth to hungry men the bless- 
ings of democracy. And the way to 
maintain the free enterprise sys- 
tem in America is to show more 
enterprise in meeting the real 
problems of America—instead of 
expounding the theories of our 
founding fathers.” 

One excellent example of the 
“cunning” approach, he pointed 
out, has been the Committee for 
Economic Development’s action, 
rather than speechmaking, to help 
the U. S. achieve high employment 
and production. The Advertising 
Council has also achieved much in 
this respect, he emphasized. 


Lauds Club’s Service Committee 


Advertisers are greatly involved 
in fighting communism, Mr. Young 
continued, because many important 
problems can be solved only 
through the force of an informed 
and inspired public opinion, and 


AIRLINES 


HAVE THE TIMETABLES . . 


OIL MEN HAVE 
THE FARES! 


Argentina... Iraq... China... Canada 
- ++ Mexico... Saudi Arabia... Trinidad 
... Sumatra... Brazil... Venezuela... 
Burma . .. Germany ... Kuwait... New 
Guinea - . . Roumania . .. Colombia .. . 
Egypt... New Zealand...Iran... India 
: . . Hungary ... The Philippines .. . 
Czechoslovakia . . . Borneo... Turkestan 


:- - Formosa... Austria... Chili... 
Yugoslavia... Italy... Haiti... Holland 
... Java... Peru... Sakhalin Island... 
Bolivia... 

- only a part of the global oil map that 
is covered by oil engineers and executives, 
yet enough to illustrate that they are the | 
travelingest” group of men in business. | 
The International Feature issues of The | 
OIL WEEKLY are a natural for airlines 
seeking 
business. 


this day-in and day-out travel | 


The OIL WEEKLY 


FOR 

AND PIPE LINE INDUSTRY AR) 
Cleveland 
Los Angeles 


New York 
Tulsa 


Houston 
Chicago 


because “American business is the 
creator and custodian of the great- 
est mechanism the world has ever 
seen for informing and inspiring 
public opinion—namely, the organ- 
ized power of advertising. 

“In learning what this powerful 
mechanism can do in the public in- 
terest, during the war and since, 
we also learned another thing. That 
is, that its greatest results are se- 
cured when it is applied community 
by community.” 

Mr. Young praised the Chicago 


club for having established a new 
public service committee, to help 
the council at the local level and 
to institute campaigns locally for 
public welfare. 


Tip-Top to Lewin 


Tip-Top Products Company, 
Omaha, has named A. W. Lewin 
Comnvany, New York, to handle the 
acvertising of its Tip-Top hair 
curlers. National magazines, dis- 
= and business papers will be 
used. 


Joins Honolulu Agency 
Mary Wilson, formerly with the 
Pacific Coast division of the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
in San Francisco, has been ap- 
pointed general manager of Smith- 
Mansfield, Honolulu agency. 


Gets Nursery Account 

Don Kemper Company, Dayton, 
has been appointed to handle the 
advertising of Spring Hill Nurse- 
ries, Tipp City, O. Magazines, spot 
radio and newspapers will be used. 


33 
Star Gets FCC Permit 


Star Br adcasting Company, 
Geneva, N. Y., has been authorized 
by the FCC to operate a new radio 
station in Geneva on 1,240 kilocy- 
cles, 250 watts power and unlimited 
time. 


Appoints Ad Fried 

Weicher Western Dental Labora- 
tery, San Francisc», has appointed 
Ad Fried Advertising Agency, 
Oakland, Cal., to handle its adver- 
tising. Business papers and direct 
mail will be used. 
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“Y°HREE-FOURTHS of California's field crop production is in 


* the Beeline area (estimate based on U.S. Department of 
Agriculture figures). Cotton brings in 47 million yearly, pota- 
toes 38 million, hay 26 million, rice 15 million, wheat 11 
million. Such items help explain why the Beeline “pocketbook” 


bulges with TWO BILLION spendable dollars a year! 


Here gross income per farm is 3% TIMES GREATER than 
the U. S. average. Five out of the 7 U. S. counties rated richest 


in farm income are part of this market. 


What is the Beeline area? California’s fertile central valleys, 
plus Reno and wealthy western Nevada . . . a 42 county 
market which ranks with Los Angeles in population . . . tops 


San Francisco and Seattle COMBINED in retail sales. 


Towering mountain ranges enclose the Beeline valleys, 
prevent outside radio signals from penetrating the market 
effectively. BEELINE stations, operating WITHIN the MARKET, 


bring sales messages HOME to Beeline families. 


| = e 4 — = 
— we : j ' . z 
Fa 


Sacramento, California 


concern 


annual cash income from field crops 


VHEAT exceeds $210,000,000 


Facts for Time Buyers about the 
5 BEELINE Stations 


Each station in the BEELINE Group (not a network or chain) 
is dominant in its community, powered for THOROUGH 
COVERAGE. These stations TOGETHER blanket California’s 


mountain ringed central valleys, plus Reno and wealthy 
western Nevada. Use all 5 stations at combination rates. 


KOH 
Reno (NBC) 
Established 1928 


K WG 
Stockton (ABC) 
Established 1921 


Choose best availabilities on each station without 
costs or clearance problems. 


line 


KMJ 


Fresno. Established 1922. NBC. Primary area coverage 
of 12 rich agricultural counties with a population of 
749,300. 5000watts—580 kilocycles. 


KERN 
Bakersfield (CBS) 
Established 1931 
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Sacramento (ABC) 
Established 1922 


Paul H. Raymer Co., National Representative 
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Wehrheim Promoted 


central division, Chicago. 


Appoints De Lisser 


sentative. 


431 §. Dearborn 8t., Chicago 5, 1l'inois 


THE LETTER SHOP, Inc. 


Detective Agency 


John Wehrheim, assistant audi- | 


tor, has also been made assistant | Drops Secrecy, 


general office manager of the NBC 


| 
Starts Campaign 


CINCIN NATI—Private 


vertising men, are learning that it 
|pays to advertise—at least if the 
'Cal Crim Detective Bureau is a 
fair sample. 

The detective agency uses small- 
space, single-column  advertise- 
ments in Cincinnati newspapers, 
with such copy as “Blackmail .. . 
the black part of blackmail is that 
many persons have suffered who 
need not have suffered had they 
'ecnsulted us confidentially.” An- 


detectives, | 

Fredericksburg Free Lance-Star) Characters almost as dear to the 
has appointed De Lisser, Inc., New| hearts of modern novelists as ad- 
York, as national advertising repre- 


advertisement 


other 
“What is he?” and continues “Any | 
investment in a man should begin | 
with an investigation of the man. | 
This bureau’s nationwide resources 
/assure prompt, private, ‘we-know- 
him’ reports from everywhere!” 


The bureau’s agency, Leland 
Davis, Inc., Cincinnati, says the 
campaign represents “a new and 
original approach to so impersonal 
a service as a detective agency.” 


Rejoins Taylor Electric | 

Arthur E. Kronenberg, who prior 
to the war was with Taylor Elec- 
tric Company, Milwaukee, distribu- 
tor of RCA Victor radios, has re- 
turned as sales manager of RCA 
Victor radios. During the war he 
handled war production work at 
the RCA Victor factory. 


headlines | Ppomotes Minnesota 


Minneapolis Star and Tribune 
has started a campaign in business 
papers and magazines to promote 
the idea that Minnesota is “ideally 
suited for production of articles of 
high value and small bulk, where 
shipping costs are not a big fac- 
tor.” The skill and stability of its 
workers also are stressed in the 
copy, plus the virtues of Minne- 
sota’s lakes, forests and resources. 


Renews ‘Breakfast Club’ 


Swift & Co., Chicago, has re- 
newed sponsorship of the 8:15-8:45 
a.m. segment of ABC’s “Breakfast 
Club” program, effective Oct. 28 
for 52 weeks. J. Walter Thompson 
Company, Chicago, and McCann- 
Erickson, Chicago, handle the ad- 
vertising for the products pro- 
moted on the program. 
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of what 


She has 


Guided 


When a woman shops 

for things her baby needs, 
she seldom thinks 

only in terms 


they cost 


... for what she buys 
has a worth 

it takes a mother’s eyes 
to see, because 


a picture in her mind 


etched by many things 

she’s seen or read in 

her favorite women’s magazine 
—a picture of everything 

a happy, healthy baby 

ought to be, and no sacrifice 
will ever be too great 

to make that picture real. 


ad 


month after month 


by revealing research 

in the homes of readers, 
McCall’ 
know how to create 

the “mental pictures” 

that move advertising 

into action 

in more than 3,500,000 homes. 


s editors 


\ That Bethe tect we fi = 
Qing has enky oe put ae it Katrory"s 


UNIVERSAL CAMERA CORPORATION 


KILROY DEMOBILIZED — "Kilroy," — 
the G.l.'s myth, a friendly sort of 
Gremlin whose name kept appearing in 
most unexpected spots over the face 
of the globe, but was never seen by 
any human being, is featured in ad- 
vertisements now appearing in "Sales 
Talk,’ a monthly digest of selling ideas 
that Universal Camera Corp., New 
York, sends its dealers and distributors. 
In a series of six advertisements, Uni- 
versal exploits Kilroy's current interest 
in the Mercury I! model. Grey Adver- 
tising Agency, New York, handles the 
Universal account. 


Press Syndicates 
and Associations 
Raise Prices, Too 


ROCKVILLE CENTRE, N. Y.—In 
announcements to readers of a 
price increase of 1 cent to 5 cents a 
copy, or of 25%, the Nassau Daily 
Review-Star goes to considerable 
pains to point out that this in- 
crease is much less than that of 
other products and services. 

Magazines, for example, “have 
been jumping their prices as much 
as 50%.” Newsprint is up 63% 
since 1942. “Engraving metals have 
jumped 17% in the last six months. 
Mats have gone up 20%, press 
equipment 25%. 

“King Features Syndicate, to 
which the Review-Star subscribes, 
has raised its rate 20% since the 
beginning of the year; Associated 
Press, 25% . The American 
Newspaper Publishers Association 
has just announced 40% increase 
in dues.” 


Names Jeanette Cain 

Keel of California, manufactur- 
er of women’s and misses’ coats, 
suits and dresses, has named Jean- 
ette Cain, Los Angeles, to handle 
its advertising. A national cam- 
paign will include space in Califor- 
nian and Glamour, supplemented 
by ads in apparel trade publica- 
tions, direct mail and dealer aids. 


'Seeds Opens Office 


Russel M. Seeds Company, Chi- 
cago agency, has opened new offices 
at the Hollywood-Plaza Hotel, 1637 
| Vine St., Hollywood, Cal., with 
Lionel Place as West Coast repre- 
sentative, assisted by Gloria Hunt. 


\ Advertising Age 
| The National Newspaper of Marketing 
| 100 E. Ohio St., Chicago 11, Ill. 
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‘46 Direct Mail 


Convention Built 
Around New Study 


CuHIcAGO—Nearly the whole of 
the 29th annual convention of the 
Direct Mail Advertising Associa- 
tion at the Stevens Hotel Oct. 18- 
19 will be devoted to discussion of 
the association’s survey this year 


| 
| 


Harris-Seybold Net Up 


Harris-Seybold Company, Cleve- 


land, maker of offset lithographic 


presses, had a net profit of $387,967 
for the fiscal year ending June 30, 
compared with $307,750 the previ- 
ous year. Sales for the year totaled 
$9,470,389. The annual _ report 
shows monthly shipments last 
spring equaled those of the corre- 
sponding period in 1941. New prod- 
ucts this year will include larger 


of 10,000 direct mail users’ prac-| presses, a new semi-automatic cut- 


tices in this field. 

Copies of the survey, titled “How | 
Is Your Direct Advertising and | 
Printed Promotion Planned?”, will | 
be released at the convention. | 
Henry Hoke, publisher and editor | 
of Reporter of Direct Mail Ad- 
vertising, New York, and chairman | 
of the association’s research com- | 
mittee, will present the opening re- 
port on the survey Oct. 18. 

Howard Korman, DMAA presi- 
dent, and vice-president of Mc- 
Cann-Erickson, New York, at the 
same session will announce the 
winners and honorable mention 
awards in the “50 Direct Mail 
Leaders” competition for 1946. 

Chairmen and speakers at vari- 
ous sessions devoted to analysis of 
the survey will include: 

Robert Stone, vice-president, Na- 
tional Research Bureau, Chicago; 
Thomas H. Buchanan, director of 
public relations, Seiberling Rubber 
Company, Akron; David Wallace, 
market research director, Time, 
New York; John E. Wiley, chair- | 
man of Fuller & Smith & Ross, | 
New York; Lester Suhler, subscrip- | 
tion manager, Look, Des Moines; | 
Roy G. Rylander, president, Ry- 
lander Company, Chicago; Neil B. 
Powter, sales promotion manager, | 
Howard Smith Paper Mills, Mon- | 
treal, and Charles S. Downs, di- | 
rector of advertising and sales pro- | 
motion, Abbott Laboratories, Chi- 
cago. 


| 
piipimsnsinnees | 
Typographers Elect | 
1946-47 Officers 


Advertising Typographers As-| 
sociation of America has reelected | 
Arthur S. Overbay. Typographic 
Service Company, New York, as 
president. | 

Other officers elected at the asso- | 
ciation’s Hot Springs convention | 
include Harry O. Kovats, Runkle- | 
Thompson-Kovats, Inc., Chicago, 
first vice-president; P. J. Perrusi, | 
Advertising Agencies Service Com- | 
pany, Inc., New York, second vice- | 
president; Carl H. Ford, J. W. Ford 
Company, Cincinnati, third vice-| 
president; Mrs. E. W. Shaefer, Tri- 
Arts Press, Inc., New York, treas- | 
urer, and Albert Abrahams, re- 
elected executive secretary. 


KIST Announces Rates | 

Station KIST, new 250-watt | 
Santa Barbara, Cal., NBC affiliate, 
has issued its first rate card. Its} 
one-time rate for an evening hour | 
is $70, $42 for a half hour, $28 for | 
a quarter hour and $14 for five) 
minutes. 


500,000 


STOCK PHOTOS 


St. Louis Store Plans 


Christmas Telegrams 

Stix, Baer & Fuller, St. Louis 
department store, will on Christ- 
mas Eve send out telegrams ex- 
pressing gratitude to loyal cus- 
tomers who have had charge 
accounts with the store for 25 
years or more. Last year 7,100 
charge account holders received the 
telegrams, which were inaugurated 
two years ago. 

The telegrams are delivered by 
messenger at 8:30 Christmas Eve. 
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notes have been sent to the store, Pp ts B ty Lin 
Presents Beauty Line 
as a result of the messages. Cotton Valley Cosmetics, 138 W. 


" 17 St., New York 11, has intro- 
Starts Tourist Drive 


duced a new line of beautv prepa- 

; : -__| rations to be trademarked under 

_ Oregon’s state highway commis- | the firm’s own name, “Cotton 
sion has launched a $120,000 news- ” 

: : Valley.” Stonewall Agency, New 
paper and magazine campaign to York, will handle advertiat 
attract tourists next year. The , ee Seren 
drive will continue until May 1, e 
using full-page ads in Collier’s, Gets Travel Promotion 
Holiday, National Geographic, The Travel Promotion Associates has 
Saturday Evening Post, Time and become affiliated with Jules Lippit 
other national magazines. Mac-| Advertising, New York, to func- 
Wilkins, Cole & Weber, Portland, | tion as a specialized department 


_ ter and Three-Knife book trimmer. | Hundreds of letters and thank-you 


is the agency. 


| for travel advertising. 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
; CHICAGO 


News, Advertising, Readership Devoted 


to Building a Better Civilization 


The university, college, and secondary school markets 
-are of decided importance to many advertisers. THE 
CHRISTIAN SCIENCE MONITOR is the daily campus com- 
rade of many young men and women being trained for 
leadership. This is a section of the MONITOR MARKET 
that is particularly well worth cultivating today the 
large number of veterans giving it added maturity and 
discrimination. 
The director of a university school of journalism says: 
“A part of the procedure of the course is to examine, 
analyze, and report on each of thirty leading newspapers 
of the country. This year, of a class of about ninety, 
thirty-two named the MONITOR as the most interesting 
newspaper they had analyzed. I have a tabulation of 
the votes in this class that goes back twenty-three 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
MIAMI: 1239 Ingraham Building 

KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W. 1: 21-23 Shaftesbury Avenue 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pitt Street 


wee 


aie 


APPROVED ror University READING...AND BuyIne 


years. I find the MONITOR was voted ‘most interesting’ 
in seven years, took second place in twelve years, and 
took third place two years. This means that it appeared 
in the first three places twenty-one out of twenty-three 
years.” 

MONITOR readers are unusually loyal to MONITOR 
advertising, and their ability to buy is far better than 
average. Just as they realize that they can depend upon 
the news they read in this international newspaper, 
they know that the advertising is reliable. These 
factors cause the response to advertising on the part of 
MONITOR readers to be exceptionally high. You may ob- 
tain full details about the MONITOR MARKET at our 
nearest branch office. THE CHRISTIAN SCIENCE 


MONITOR, One, Norway Street, Boston 15, Massachusetts. 
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36 
Plans Food Exposition 


The Food Industry Exposition 
will be held at Steel Pier, Atlantic 
City, Jan. 19-22. The exposition 
will be under the direction of Da- 
vid M. Sloane, formerly food de- 
partment advertising manager of 
the New York Journal of Com- 
merce. 


Sponsors News Program 


Stewart & Ashby Coffee Com- 
pany, Chicago, through Roche, 
Williams & Cleary, has signed a 
52-week contract to spons r news 
analyses of Paul Harvey, heard 
Sundays, beginning Sept. 29, at 
10-10:15 p. m., over Station 
WENR, Chicago. 


If You have a 


» to tell the Doctor... 


YOU CAN TELL IT BEST 


in the publication that is 
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Newsprint Easing 
Permits British 
Dailies to Boom 


LonpoN—Restrictions on use of 
newsprint were partially lifted 
here last week, with newspapers 
permitted about a 10% increase in 
size. All metropolitan dailies had 
/experienced sharp circulation in- 
|creases during the war, and under 


) the new ruling will be permitted 


‘to print enough copies to meet full 
‘demand, without allowing news- 
dealers to return any copies. 
Viscount Camrose, publisher of 
the Daily Telegraph, estimated last 
week that the total morning circu- 
lation of the national dailies has 
risen from a prewar 10,750,000 to 
13,500,000. During the war, mu- 
tual agreement held the size of 
newspapers to four pages; with the 
increase, publishers will issue six- 
page issues three times a week. 
The circulation figures, both pre- 
war and current, for the news- 


papers follow: Times, 229,694 to 
276,000; Telegraph, 832,878 to 999,- 
571; Daily Express, 3,463,630 to 


3,794,584; Daily Herald (Labor 
Party) 2,250,000 to 2,475,000; 
Daily Mirror and News Chronicle, 
“up substantially” above their pre- 
war circulations of 2,400,000 and 
1,595,488 respectively. The Com- 
munist Daily Worker rose from 
106,646 to 109,646, but it asserts 
its lack of printing facilities is 
responsible for the small increase. 


To Start Krank Program 


Consolidated Royal Chemical 
Corporation, Chicago, for Krank’s 
shave cream, has signed a 52-week 
contract to sp2nsor “Bob Elson on 
the Flagship,” over Station 
WENR, Chicago, at 10:30-10:45 
p. m., CST, Mondays, Wednesdays 
and Fridays. Arthur Meyerhoff & 
Co. is the agency. 


To Sherman & Marquette 


Airadio, Inc., Stamford, Conn., 
has appointed Sherman & Mar- 
quette, New York, to handle its ad- 
vertising. 
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Chirurg Asserts 
Ads Should Tell 
Enough, Not All 


ROCHESTER, N. Y.—An adver- 
tisement should not, “like a goSsipy 
neighbor, tell all,’”’ as suggested by 
Associated Business Papers, but 
should “tell enough,’ James 
Thomas Chirurg, president of the 
Boston agency of the same name, 
told the Central New York Indus- 
trial Advertisers here recently. 

The word “enough,” Mr. Chirurg 
defined in this reference as “repre- 
senting no more than the amount 
of information necessary to create 
an initial interest that can be 
capitalized upon by a salesman or 
a catalog with more information.” 

“My objection,” he continued, 
“runs contrary, perhaps, to certain 
findings of the ABP which report 
a desire on the reader’s part for 
specification information down to 
the last comma.” Ads with full in- 
formation, he contends, would leave 
no room for advertising to per- 


au 


form the vital function of creating 
interest. 

Publication advertising, he pointed 
out, should arrest attention, dra- 
matize and reiterate messages, 
rather than do the work of sales- 
men or catalogs. : 

“The publication advertising 
should address everybody with a 
specific message . . . the salesman 
should address specific people with 
a flexible message ... and the cat- 
alog should address anybody with 
a complete message. Each should 
confine itself to its own responsi- 
bility and not encroach upon the 
others’ territories,’ Mr. Chirurg 
asserted. 


N. Y. Dotted Line Club 
Elects Nichols, Copp 


The Dotted Line Club of New 
York, sponsored by the Associated 
Business Papers, has elected the 
following cfficers: Don Nichols, 
Ahrens Publishing Company, presi- 
dent; Will Copp, Manufacturing 
Confectioner, vice-president; W. 
W. Quarles, Power, program chair- 
man, and Gus Krimsler, Printers’ 
Ink, secretary-treasurer. 

Members of the executive com- 
mittee are Chester Ober, Jron Age; 
Ralph Duysters, publisher’s repre- 
sentative; John Whelan, Haire 
Publishing Company; H. B. Bo- 
lander, Simmons-Boardman Pub- 
lishing Company; Al Eckle, Chil- 
ton Publishing Company; Alex- 
ander Kane, Oil, Paint & Drug 
Reporter; Al Moss, Standard Rate 
& Data; John Ora, McGraw-Hill 
Publishing Company, and Ned 
Wintersteen, Reuben H. Donnelley 
Corporation. 


Tells All Air Routes 


Air Traffic Agency, 55 E. Wash- 
ington Blvd., Chicago, has pub- 
lished the first issue of its quar- 
terly “Airline Guide from Chica- 
go,” a compact booklet showing 
fastest flying times, fares and 
routes between Chicago and all 
other American cities, as well as 
hotel informati-n, ete. This, like 
similar guides to be published later 
for 10 other cities, carries adver-_ 
tising and has distribution through 
airline offices, hotels, etc. 


Appoints Starr 


Henry H. Starr, formerly with 
Erwin, Wasey & Co., New York, 
has joined Converted Rice, Hous- 
ton, as consumer research director. 
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There’s no ‘‘blind flying” for St. Louis GLoBE-DEemocrat 


advertisers interested in the grocery store market. 


As a plus service, they get a chart of all the goings-on. . . the 
GioseE-Democrat Retail Grocer Audit. For three years now, 
this revealing survey has reported the sales and inventories 
of 450 products in 27 grocery store classifications. It’s easy to 
see what your product and your competitors’ products are 
doing... price, packaging, merchandising and advertising are 


quickly evaluated. 


GLoBE-DEMocRAT advertising and this survey will improve 


your viewpoint, too. Complete details on request. 


.eeand did you know that more than Mall of the 
St. Louis Market is outside the City Limits? 


That means you really have to “‘get around” in the St. Louis area. 
And you can. Just come along in the St. Louis Globe-Democrat . . « 
it’s the city’s only daily that even claims to cover successfully the 
surrounding area (the 49th State) ... 87 rich counties in Eastern 


Missouri and Southern Illinois. 


St.Louis Globe-Democrat 
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ield & Stream 
than in any other 


outdoor magazine! 


@ Field & Stream leads the field in practically every important advertising 
classification. Take aviation advertising, for example. Field & Stream carries 
more space in this classification than any other outdoor magazine. 
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There’s only one 
leader in a flock of 
geese—and only 
one leader in 
every field. 


Why do experienced advertisers almost always start their outdoor 
lists with THE leader—Field & Stream? Why has this magazine 
been the first choice year after year for more than 35 years? 


Simply because Field & Stream is the best buy in the outdoor 
field, because it reaches the key sportsmen and consequently 


brings greater dollars and cents 
results to advertisers. 


If results are what you want, 
you want Field & Stream! 


AMERICA’S 


yur Oe 


SPORTSMAN’S 
MAGAZINE 


‘40 “4. “al 42 42 43 43804 0445 “45 “46 
Circulation Soaring 


Field & Stream’s circulation—the cream of 
the crop—has grown soundly, steadily, over 
the years in pace with the greatly increased 
interest in outdoor sports. Held back by 
paper restrictions during the war, circula- 
tion has again started a rapid climb. 
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Fashion Agency 
Buys 13-Week 
Television Show 


New YorK—The Chernow Com- 
pany, a leading advertising agency 
in the fashion field, will become 
the first agency to sponsor a series 
of television programs when the 
American Broadcasting Company 
presents “The Powers Charm 
School” over WABD this week. 

Chernow will sponsor 13 weekly 
telecasts of “Charm School,” | 
Thursdays at 8-8:30 p.m. The 
agency, which has 106 clients in 
the fashion field, most of them 
manufacturers, will invite three 
different clients weekly to par- 
ticipate in the program. “This 
rotating system will allow our 
clients to participate in television 
without the responsibility of spon- 
sorship,” explained Sam R. Cher- 
now, agency president. 

Signing of the Chernow contract 
sews up all of ABC’s air time over 
WABD, the New York DuMont 
station, for the remainder of the 
year, Paul Mowrey, ABC’s tele- 
vision director, announced. ABC’s 
current contract with DuMont 
calls for two weekly “live” half- 
hour shows, plus film presenta- 
tions. 

The televised “Charm School” | 
will be similar in format to the 
program of this name on the ABC 


— 


Kupersmith Promoted 


Charles D. Kupersmith, with 
Liquor Publications, Inc., New 
York, since the fall of 1945, after 
serving with the Army for three 
years on active duty in the South 
Pacific, has been appointed eastern 
advertising manager. The com- 
pany publishes Wine & Liquor Re- 
tailer, Monopoly State Review, 
Spirits and Red Book Directory. 


Urge Outdoorsmen; ‘Oil 
Your Gun with 3-In-One’ 


Boyle-Midway, Inc., subsidiary 
of American Home Products Cor- 
poration, New York, has sched- 
uled 126 dailies between Sept. 22 
and Oct. 13 for a special hunting 
and fishing series to promote 3-in- 
One oil. The series _ illustrates 


seven different hunting scenes, 
with four of the ads appearing in 
each newspaper on the schedule, 
according to the geographic in- 
season interest of local sportsmen. 
Copy, which will use the theme, 
“Oil your gun with 3-in-One,” 
will appear on sports pages next 
to outdoor columns. 

W. Earl Bothwell, Pittsburgh, is 
the agency. 


Carrier Names Shanklin 


Arthur B. Shanklin, vice-presi- 
dent of Carrier Corporation, Syra- 
cuse, since 1941 and currently in 
charge of dealer sales, has been 
appointed general sales manager 
in charge of all domestic sales 
activities. The appointment be- 
comes effective Nov. 1. 


Dr. Crane Airs 
Psychological 


Feature Show 


Cuicaco—About 30,000,000 read- 
ers of .Dr. George W. Crane’s 
“Worry Clinic” and “Horse Sense,” 
appearing in daily newspapers 
from coast to coast, may have the 
chance to hear the psychologist 
who last week began broadcast- 
ing over WGN, Chicago. Through 
the radio department of Hopkins 
Syndicate, Chicago, of which Dr. 
Crane is a stockholder, other sta- 
tions are being offered transcrip- 
tions suitable for 15-minute shows. 

Although the WGN show (five 


ee 
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days a week) is a sustaining pro- 
gram, it and the transcriptions are 
available to sponsors. Prices of 
the transcriptions range from $5 
per show to $75. 

The introduction of Dr. Crane’s 
radio show came after a poil of 
Crane enthusiasts in 10 cities, 
70% of whom were in favor of 
the broadcasts. 


Appoints Bowen 

William A. Bowen, formerly na- 
tional sales manager for Birds Eye, 
division of General Foods and di- 
rector of sales for Honor Brand 
Frozen Foods, has been named 
eastern sales manager of Western 
Frozen Foods Company, San Fran- 
cisco. His office will be at 52 Van- 
derbilt Ave., New York. 


network. 


Crafts & Science Show 
Maps Daily Activities | 

A program of activities to take | 
place every hour on the hour dur- | 
ing the full run of the National 
Crafts and Science Show, to be 
held at Madison Square Garden, 
New York, Nov. 17-24, is being 
planned by Mechanix Illustrated, 
sponsor. The show will be open 
from 11 am. to 11 p.m. except 
opening day, when it opens at 
2 pm, 

Opening day, Sunday, Nov. 17, 
has been designated radio and 
television day; Monday, photog- 
raphy day; Tuesday, model rail- 
road day; Wednesday, ladies’ day; 
Thursday, home workshop day; 
Friday, science day; Saturday, 
model airplane, boat and race car 
day; and Sunday, Nov. 24, father 
and son day. 


| 
| 
| 


Starts Perfume Drive 


Angelique Company, New York, 
will market two new perfumes 
soon. “Black Satin,” the first, will 
be advertised in the November 
Vogue. President of Angelique is 
Norman Lee Swartout, formerly 
with Swindell Bros., New York, 
and the company’s vice-president 
in charge of sales is J. Gordon 
Hoffman, former sales promotion 
manager of Fritzsohe Bros., New 
York. Ellington & Co. is the 
agency. 


ELEMENTARY 
AS 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O1 WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 
Chicago Tulsa Los Angeles 


oe 


To Increase Your Business 


10% 


How Many New Accounts 
Do You Need? 


- 


PROBABLY NOT MILLIONS— ONLY THOUSANDS. AND 
IT’S FROM THE RELATIVELY FEW KEY MEN OF 


AMERICA YOU’LL GET THEM. NEWSWEEK REACHES 
“THE TOP 700,000.” SO OBVIOUSLY, THEY’RE THE ONES 
TO SELL FIRST! 


Here’s an interesting test: Just 
press a buzzer and ask the head 
of your bookkeeping department how 
many important accounts your firm 


has —how many customers. 


Take 10% of that figure. Jot it down 
as the number of new customers you 
need to acquire to get a good, healthy 
10% increasein volume.Chancesareit’s 
smaller than you thought it would be. 

Now visualize the key people who’ll 
make the decisions to give you that 
business. They’re not the millions, 


important men. 


ia ~ 


either. They’re leaders . . . top-flight, 


Newsweek reaches—and is important 
to—more than 700,000 key American 


families, influences many times that 


week and... 


number. You can see for yourself its 
advantages over costly multi-million 
circulation. You can see it’s to your 
advantage to “fish where the fish are.” 

You can see how it will pay you, in 
terms of increased sales at a profit, to 
concentrate your advertising in News- 
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Elgin Again Signed 
for Holiday Shows 
Elgin National Watch Company, 
Elgin, Ill., for a third consecutive 
year, will sponsor special two 
hour Thanksgiving and Christmas 
programs on the CBS network. 
The shows will be aired Nov. 
21 and Dec. 25 from 4 to 6 p.m., 


EST. Agency is J. Walter Thomp- 
son, 


Map Course in Editing 

K. C. Pratt, editor of Stet, pub- 
lication serving house magazine 
editors, will direct a new postwar 
course in industrial and public re- 
lations editing this fall, sponsored 
by the House Magazine Institute, 
New York, on behalf of its 200 


members representing the major 
industries in the metropolitan area. 
Starting Oct. 15, 12 sessions will 
be held on alternate Tuesdays at 
National Arts Club, 15 Gramercy 
Park, through April. Claire Rie- 
ger, editor of the “Graybar Out- 
look,” Graybar Electric Company, 
is registrar. 


Slater Joins R&R 


Tom Slater, former Mutual 
Broadcasting System executive, 
announcer and producer, has 
joined Ruthrauff & Ryan, New 
York. Mr. Slater handled the Gil- 
lette and Adam hat accounts at 
Mutual and directed special events, 
public service and sports pro- 
grams. He is national president of 
the Sports Broadcasters Associa- 
tion. 


Ross Roy Names Three 

Robert K. Roadstrum, formerly 
in the Detroit office of J. Walter 
Thompson Company, has joined 
the creative art staff of Ross Roy, 
Inc., Detroit. Art W. McLean, 
formerly with Gorton Artists, De- 
troit, has been named to super- 
vise production and purchasing of 
outside art work. Robert Machan 
has returned to the agency after 
overseas service and has been ap- 
pointed assistant art director of 
the creative art department. 


Increases Ad Rates 

Effective Jan. 2, 1947, Farmer’s 
Advocate & Home Magazine, Lon- 
don, Ont., will increase its ad 
rates from 60 to 70 cents per line, 
based on a circulation guarantee 
of 82,500. 


KSTP’s Fish Tag 
No. 391 Provokes 
Court Squabble 


MINNEAPOLIS—It’s going to take 
a court to decide ownership of 
Station KSTP’s prize fish tag No. 
391 and the question of who is to 
pocket the $561.40 in awards at- 
tached thereto. 

Lewis Eymann of Forest City, 
Ia., started the legal squabble in 
Cottonwood county district court, 
which restrained Clarence John- 
son of Windom, Minn., from col- 
lecting any prizes on tag No. 391, 
which he turned in to KSTP as 
his catch. The tag is one of those 


41 


figuring in a $566,000 promotion 
plan which KSTP launched last 
May (AA, May 13), and was 
fastened to one of 1,000 fish se- 
cretly planted in Minnesota’s 
lakes. 

Angler Eymann complained to 
the court that he caught a fish— 
with the disputed tag in its jaw 
—in Lake Winnibigosh on June 
18. He informed the court, which 
issued a temporary restraining 
order against Johnson, that the 
tag disappeared from a table on 
which he was dressing his catch. 

Eymann wants the prizes of- 
fered by KSTP, and court costs. 


College Inn Plans Drive 


College Inn Food Products Com- 
pany, Chicago, for College Inn - 
tomato juice cocktail, has sched- 
uled a series of four-color page 
and half-page ads in This Week 
Magazine, beginning Oct. 20; black 
and white ads in supplementary 
newspapers, and spot and net- 
work radio shows. The new cam- 
paign began with the Dr. Eddy 
radio show on Sept. 16. 
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‘‘BETTER 
THAN 
AVERAGE”’ 


A Prosperous Market 


McLean County, center of Panta- 
graph Land . . . $43,586,000 in 
retail sales* . . . $670 per capita 
(U. S. average is only $579*) ... 
net effective per family buying 
power $3,887* ($274 higher than 
the U.S. average) . . . greatest 
farm wealth in Illinois, $40,793,- 
000 gross . . . a much better-than- 
average market that is included 
in the select 620 counties in the 
United States which contain 80% 
of your sales potential. 


The Daily Pantagraph . . . read 
by 93% in affluent Bloomington 
. . - 86% in rich McLean County 


_... 73% in the trading zone that 


includes portions of eight adja- 


cent, equally well-to-do counties 


... the first —in fact, only — 


way to reach this exceptional 
| market. 


* Copr. 1946, Sales Management Survey of 


| Buying Power; further reproduction not li- 


censed. 


FOR 100 YEARS 


THE PANTAG RAPH 


SLOOMINGTON, ILLINOIS 
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CARE-FREE—While CARE (Coopera- 
tive for American Remittances to Eu- 
rope) has been buying advertising on 
a widening scale, it didn't have to pay 
for this full page, complete with cou- 
pon, which the Chicago Sun ran as an 
editorial feature in its Sept. 9 issue. 


Women Missed 
Ads During Strike, 
7 s a . 

Times’ Finds 

New YorK—Women—or at least 
364 out of 481 women—missed 
advertising in their newspapers 
and preferred the paper with 
ads, according to a survey made 
by the New York Times during 
the New York trucking strike 
which cut newsprint supplies and 
resulted in adless dailies (AA, 
Sept. 16). 

Women readers of the Sept. 12, 
13, 16 and 17-editions of the paper 
were queried. Those who pre- 
ferred their Times with ads num- 
bered 75.7% of the respondents, 
while only 8.3% preferred an ad- 
less paper and 16% said “It made 
no difference.” 

Of the 364 who preferred ads, 


205 said “all of it” to a query as | 


to which they missed most, while 
143 specified department store and 
fashion advertising. 


Lambert Advances Morrill 


Stanwood Morrill, formerly ex- 
2cutive assistant, Lambert Phar- 
macal Company, St. Louis, has 
oeen named director of advertising 
ind merchandising. Lambert 
manufactures Listerine products. 


‘Atlantic Monthly’ Names 


Atlantic Monthly, Boston, has 
appointed Will Burgess & Co., New 
York, to handle circulation pro- 
motion in newspaper book-review 
sections and literary magazines. 


KSO Names Shoemaker 


Don Shoemaker, for three years 
manager of the Lincoln, Neb., pro- 
motion office of Station KFAB, 
has been appointed promotion and 
publicity manager of Station KSO, 
Des Moines, effective Oct. 15. 


Issues Metal Directory 


Atlas Publishing Company, New 
York, has published the 10th edi- 
tion of “Standard Metal Direc- 
tory,” a reference book for the 
steel and metal industries. The 


= 
i 
ey. “+ 


directory, which sells for $10, is 
divided into four special sections 
—iron and steel plants, ferrous 
and non-ferrous metal foundries, 
metal rolling mills, smelters and 
refiners of non-ferrous metals. 


Bouton to Lime Cola 


Richard C. Bouton, for eight 
years advertising manager of 
Sweets Company, manufacturer 
of Tootsie Rolls, before joining the 
Coast Artillery in 1943, has been 
appointed advertising manager of 
the Lime Cola Company, Mont- 
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gomery, Ala. An “extensive” ad- 
vertising program, in radio, news- 
paper and outdoor, was inaugu- 
rated by the company, through 
Norman A. Mack & Co., New 
York, in the South and West on 
Sept. 1, and will be extended else- 
where shortly. 


Mail Experts to Meet 


The 25th annual convention of 
the Mail Advertising Service As- 
sociation, International, will be 
held at the Hotel Statler, St. Louis, 
Oct. 13-15. 


What's a home without 
music? Piano advertisers 
please note 


Ballantine Maps Drive 
P. Ballantine & Sons, Newark, 
will use life-like puppet figures 


and feature accurate scale models | 


of 1840 settings in a _ national 
magazine campaign of four-color 
bleed magazine pages, beginning 
next month. Scenes will center 


around the well-known three-ring | 


trademark. Magazines scheduled, 
through J. Walter Thompson Com- 
pany, New York, include Ameri- 


can, Collier’s, Cosmopolitan, Field | 
Outdoor Life, 
Sports Afield and The New Yorker. | 


& Stream, Life, 


Nelson Names Wyatt 

Donald L. Wyatt, formerly di- 
rector of publications for Nelson 
Specialty Welding Equipment 
Corporation, San Leandro, Cal., 
has been appointed head of the 
newly created advertising depart- 
ment of Nelson Sales Corporation, 
Lorain, O. 


NO TYPE 


USED IN THIS AD 
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Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in ao compact, refill- 
able leatherette case. 
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Home is your best 
market for rugs 


DR 


Here's where you sell 
-your best woolen ( 
blankets 


a 


Drapery and upholstery 
fabrics in great demand { 
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Roma Wine Ups Emmart 


John S. Emmart, central divi- 
sional merchandising manager of 
Roma Wine Company, San Fran- 
cisco, has been appointed assist- 
ant general merchandising man- 
ager. 


To Alley & Richards 


Smith Bros. Ice Cream, Inc., 
New York, manufacturer of Slo- 
Melt ice creams, has appointed 
Alley & Richards Company, New 
York. 


Uses 1,200 Posters 


More than 1,200 outdoor posters 
throughout the Pacific Coast re- 
gion will be used by Tide Water 
Associated Oil Company, San 
Francisco, to promote its Arotane 
gasoline. Buchanan & Co., San 
Francisco, is the agency. 


To Prater Advertising 


Claussner Hosiery, Inc., Pa- 
ducah, Ky., has appointed Prater 
Advertising Agency, Ince. St. 
Louis, to handle its advertising. 


WEAF Becomes 
WNBC Nov. 2 


NEw YorkK—One of the oldest 
and best known station names in 
the country will go off the air Nov. 
2 when WEAF, the National 
Broadcasting Company’s 50,000- 
watt flagship in New York, changes 
its call letters to WNBC, to iden- 
tify it more closely with the net- 
work. 


The switch, just okayed by FCC, 
follows approval of a similar 
change by CBS’s WABC to WCBS 
(AA, Sept. 9). 

WEAF-FM will be changed to 
WNBC-FM, but NBC’s New York 
television station will remain 
WNBT. 

Founded by the American Tele- 
phone & Telegraph Company in 
1922, WEAF was acquired by NBC 
in 1926 when the network was 
formed. WEAF was the first U. S. 
station to carry a commercial 


Home cooked meals 
are big meals 


Oceans of paint required. 
Want the business? 


Fire insurance is a must. 
Sell it in 
The American Home 


Oe 
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Extra rooms mean 


TTT 


‘‘Home”’ means lots more than just a roof to 
the 2,350,000 families who read The American 
Home. It’s the center of their interests — and 
their activities. These large home-owning fam- 
ilies eat at home, entertain and play at home. 
They work continually around the home too, 
cleaning, redecorating, gardening. 

It’s this /iving in the home that accounts for 
the large grocery bills American Home families 
run up... for their unusually high consumption 
of electricity . . . for their active department 


S extra beds and bedding - 


Sell your heating equip- 
ment where it’s used — 
in the home 


DP 
SEES 


AAA 


el? NR 
uy 


re 


c!. uu & ve 
Ww 
(y Ww yA, uy! 
( y \ 
A garage for every house or 
De ~~ put your car there 10. 
y, tities eta reer 
a SY) (a. 
ait } \ a 
ite Shy 
tai a 


“we THE Livcieg A HOME... 


THAT MAKES A MARKET 


store charge accounts. It explains why they’re 
right at the top of insurance salesmen’s lists 
. why they’re so well known at the local 


druggists . . 


. and why they’ve budgeted so 


much for building improvements. They spend 
their time at home —and their money on 


the home. 


Right now home is the biggest, hottest news 
of the day. That’s what makes The American 
Home the number one consideration in your mar- 
keting program, now and for a growing future. 


FACTS ON AMERICAN HOME READERS 


@ 2,350,000 home-loving circulation, read by 
3,043,000 women and 1,497,000 men. 


e 67.5% own their homes, located in and around 


big city, easily accessible trading centers. 


<= 


@ 62.3% have incomes over $3,000 —and 3 
out of 5 families have children in the home. 


\z 
—_ love 


Reaching 2,350,000 Families 


With a CONSUMING Interest in the Home 
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broadcast, which was sponsored 
by the Queensboro Corporation, 
a real estate firm in Jackson 
Heights, L. I., on Aug. 28, 1922. 
WEAF also participated in the 
first coast-to-coast hookup, in 
1924, and carried the first network 
sponsored program that same 
year. 


Industrial Men Elect 


Vern Allan, with the promotion 
department of the Des Moines 
Register and Tribune, has been 
elected president of the Iowa In- 
dustrial Editors Association. Other 
officers elected are: L. O. Cheever, 
John Morrell & Co., vice-presi- 
dent; and Edith Ritchey, Meredith 
Publishing Company, secretary- 
treasurer. 


Plans De-K-Pruf Drive 


Unexcelled Chemical Corpora- 
tion, New York, plans to launch 
a fall campaign in trade, farm and 
sports publications for De-K-Pruf, 
its preservative against rot, mil- 
dew and water parasites in wood, 
rope and fabrics. Kelly, Nason, 
New York, is the agency. 


(NO. 10 IN A SERIES) 


The 
Atpany Story 


The SUNDAY 
TIMES-UNION 


= GREATEST CIRCULATION FORCE 
IN THE ALBANY A.B.C. AREA 


” COVERS ONE OF EVERY TWO 
FAMILIES IN THE MARKET 


Not only is The Sunday TIMES- 
UNION unique in its coverage of 
the rich Albany A.B.C. Market— 
it is the only A.B.C. newspaper 
published in this area on Sunday. 
It also offers the lowest single 
paper milline rate in the area. 


A bonus of over 18,000 circulation 
beyond this A.B.C. area is also 
delivered. 


Advertisers of all kinds have cap- 
italized on the dual coverage 
value of this medium. 


ALBANY !S 
“BEST FOR YOUR TEST" 
The Times-Union is read by over 47,000 


families each morning, and 
100,000 families each Sunday. 


over 


Alban 


TIMES-UNION 


DAILY and SUNDAY 
A HEARST NEWSPAPER 


Represented Nationally by 
HEARST 
ADVERTISING SERVICE 
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ERE’S your first chance since before the war to make 


up the kind of magazine list you can call ideal. 


It’s a chance to do some weeding out and sizing up—a chance 
to pick the magazine market that will yield the best crop of 


sales in 1947—and in the years to come. 
What kind of market is that ? 


A good starting point in your thinking is to remember, there’s 


no market place like home. 


Think of all the things people do in homes. Think of all the 


products they need and use when they live in homes. 


You can put your story into 3,000,000 homes with Better 


Homes & Gardens. 
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y 


In these homes live top-income families, families with both 
the current incomes and wartime savings to buy any product 


they need or your advertising makes them want. 


The magazine that reaches 3,000,000 families like these is 


big enough in selling power to spearhead any campaign. 


So take a fresh look at your opportunities in 1947. 


If you sell anything used in homes, why not tell about it in 


the magazine edited with 100% home interest ? 


The more you dig into this whole idea, the better it will look 


to you. 


Want facts and figures? Just say the word, and we’ll come 


on the run. 
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(1947 Circulation Over 5,000,000 
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HOW TO GET A 
“TYPICAL” REACTION 


Typical people in typical situations produce typical reac- 
tions. That’s the kind of reaction you get in South 
Bend, Indiana—“Test Town, U.S. A.” This market is so 
typical of America’s industrial-agricultural structure that 
the U.S. Government chooses it for important tests and 
studies! It is a one-newspaper market, covered to satura- 
tion by the South Bend Tribune. Test Town, U.S. A. is 
the market for tests you can trust. 
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STORY BROOKS & FINLEY, INC) 
National Representatives 
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Roy Newman Forms 
Research Company 


Roy F. Newman, personnel re- 
search counselor, Jacksonville, 
Fla., has formed Roy F. Newman 
& Associates, with offices in the 
Florida National Bank building, 
Jacksonville 2, to conduct research 
for advertisers, marketers and 
various businesses and industries 
in eight southern states. 

Mr. Newman will handle gen- 
eral market research, labor rela- 
tions and public relations angles 
and Don H. Parker, his principal 
associate, will serve as a specialist 
in formulating and conducting 
psychological tests. 


Plans Hand Cream Drive 


Radnai, Inc., Philadelphia, pro- 
ducer of Radnai greaseless hand 
cream, is planning a campaign this 
fall in a number of key cities, 
using the theme “Radnai hands 
are hands of romance.” The copy 
will suggest a 10-day trial of 
Radnai. Spot radio, car cards and 
newspapers will be used. J. M. 
Korn & Co., Philadelphia, handles 


the account. 
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Advertising Age, October 7, 1946 


Super Pyro Starts 
Anti-Freeze Drive 


New YorK—Keyed to a new 
formula that “Packs extra anti- 
freeze protection into every drop,” 
and “Gives new freedom from 
odor,’”’ Super Pyro anti-rust, anti- 
freeze, product of U. S. Industrial 
Chemicals, New York, will re- 
ceive a seasonal plug this fall in 
newspapers, national magazines, 
outdoor posters and business pub- 
lications, 

Ads will break concurrent with 
the arrival of cold weather in 
various markets throughout the 
country, and will appear on the 
average of once a week through 
the first of the year. 

Insertions of 336 lines, utilizing 
a series of original comic drawings 
by the cartoonist Hoff, will run 
in 139 dailies in 127 dealer cities 
and towns. Collier’s and The Sat- 
urday Evening Post will carry 
half-page, four-color insertions, 
beginning next month, with copy 
also stressing the product’s new 
purple and gold container. In ad- 
dition, 24-sheet posters will be 
scheduled in more than 250 dealer 
cities and towns, and black and 
color insertions will be carried in 
nine business publications. 

Geyer, Cornell & Newell handles 
the account. 


Wilson Bros. Move 


Wilson Brothers, 82-year-old 
maker of men’s wear, have moved 
its Chicago headquarters to the 
Merchandise Mart, where the com- 
pany will occupy the entire South- 
west corner of the eighth floor. 
The move affects all executive 
offices and headquarters depart- 
ments formerly located at 528 S. 
Wells St., Chicago, and merchan- 
dise managers formerly at South 
Bend, Ind., will now be at the 
Mart. 


Appoints Bernhardt 


Stanley C. Bernhardt, formerly 
vice-president in charge of sales 
of the Estate Stove Company, 
Hamilton, O., has been appointed 
vice-president and sales manager 
of Grand Home Appliance Com- 
pany, Cleveland, a division of the 
Cleveland Cooperative Stove Com- 
pany. He succeeds A. B. Cam- 
eron, resigned. 


Harper Joins Wright 

H. Edwin Harper has joined the 
Fred Wright Company, St. Louis 
advertising representative. He will 
specialize in aviation and indus- 
trial media, 


To Join Werner 


Alvin R. Gruenwald, advertis- 
ing and public relations counselor, 
has been made a partner in Ralph 
Werner’ Associates, Milwaukee 
public and _ industrial relations 
counselor, effective Nov. 1. 


‘Nation’ to Lewis 


The Nation, New York, national 
liberal weekly, has appointed the 
Lewis Advertising Agency, New- 
ark, to promote newsstand circula- 
tion, Newspaper copy of 1,000 
lines is being tested in New York, 
Chicago and San Francisco. 


covering the advertising business 
Press... January-June, 1946 


Advertising Age 
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Redbook families in California alone have a net 
income after taxes of $702,650,000. 
So it isn’t much wonder that they spend nearly 
$102,000,000 for food. 
And with all the emphasis they put on health 
and beauty, their drug store bill amounts to 


$15,000,000. 


‘ 


HIT EM WHERE 
' ‘THEY LIVE, 
chvveulee 


Lhey have the quaint tdea that spending 
1S fun in REDEO OK. Caljforni! 


Here are 172,515 families who buy 100,000,000 
gallons of gas and 8,000,000 quarts of oil. Their 
tires will cost them over $4,000,000 as soon as they 
can get them. 

Think of reaching every home in that kind of a mar- 
ket at a pro-rata cost of $397 a page. That's all it costs 


in Redbook, California. Better put it on your list. 


EDBOOK.U.S.A 


, Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 230 Park Avenue, New York 17, New York. 


They pay $4,000,000 for front seats to 
the Redbook National Show 


It's one of the greatest arrays of entertainment 
obtainable, and every one of these families 
ought to know your product. They will, too, if 
you make the Redbook National Show your 
show. You can 
sponsor each 
performance (12 
pages) for 
$44,100. 
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SPORTS AFIELD’'S New 


Offering a new modern editorial tech- 


biggest-name writers and artists, 
record-high in active sportsmen’s 
A.B.C. circulation of 700,000*, it 

THE WORLD'S NO. | 


TO SELL SPORTSMEN, .USE THE WORLD’S 


es bee! Woe a Pei A - Seaweed * vy ; eee GS. Goren tae eh Mee sua eT igs ee Pees <i - 2 *, = gs Ahh Vy. ae * yin x aee LA eee 2 eras, of eh Ae ef 2 hee i ae DT ly ely aR 2 a 
5 Pee ae eee oe Rhea hie oe ied, aac Mada Sets PEER ee ht ary Sic an mets ; ; fir eae S E RM re ang ee ane, Paco ve So tee # ae Aas Bee eis eI Ose SE Stig eR ity tan a oa al 
: ay ee RN Roa hh to Se ro Ga sg ai Dias ome is Aa GN a Sigs ean ig Sint Lae Mahe Day Cree 5 Mee Sua keane ig at RM ra Ge A aaa Liv eas Ie Aertel 8 Yeeros ae " i FR ON te en  e nes Goh ape gat Mat aa Re ha 
t * 1 ee : A MN Se Rees *< Li et pee ee en Sh Pigs ae senele aes Ry Pn cat ie Mee ON eer ae Shee eT RNa OE ON reat ek iLiad Se Roe eee a Se oe Be. i er Bre ee eh Sayre Po Tia Akane Rr iF 
4 ris A SIR oe ER ate So, Mf ir se ig ee ai Cate ee ee eS. Tm Se te ge ratte) aby GRE: pita ie eee mrs wrote eile haz ker ahah age MN Se eo Ns Me ae ee rte ‘ig Am te hes tr eT ee pe ay 4 pL eR GE Se pe Na ana 
7 a ce ae vay oe BAe oe ote ee RS? pike bes paen whed: e oe. i cage <j Plies coe on ES Sy (aed irae =; er ie ie poae Te ee eC we fae aie sia tae e ee og — Sage Sale <  . 
> » Set . 
i a ‘ . * ¥ 5 : : 
NS $ tes x 
pate . a ae ‘ 
i ' see me! 4 ’ : 
es Ss » " . 
ee Oe a 
= . ze ; - 
: rSaret | 
P et re . 6, i 
Rees 7 | 
oS : ' 
. a ne u <4 : cs 
ed < De i en ha ee 7 jo Pp ease oe _ 4% Paty oe . oe ; 
oy 4 A Se * 
‘ eet 7 hoe 3 
2 a ae - a 
yee "i oS GPE Ms oii . “ 
aus ‘ j se Bi lee arr 
a HM aa sk 
ee ee ™ ae OY ea 
Secs me — — ’ i 
a Sete ee a 
: es hk , — 4 4 
ll ee — 
a ae - j SSE SaRhen, eee — ¥¢ | 
is EE SO SO | 
ae ‘ — : oe i ene —. | 
je oS : ae ree -_ 
aoe a S = pas ; ; Cees F pt ee 5 an. 
{ Fi Pe YS Sh = ay — :? free 
ie —— — .-. tt -— = ° 
: a Bk SS OS Se ee. ee ic 
Se co he . ee I ee n 
BS <_< ee a. |) eo, 
en ay Ra ee aa | = “eve OO Ale . 
: yo ee ee ae 4 ee 
as ee et oe 
"4 oe ee | a a oo ee ae? —i 
“z a? 2. 5 ae Pe er 
es ee re a ¢ ee . s “<. ae = ey cad ee on bia Pee: 
ec, Site i r ae Se tage nee 3 Lear pe : Se sa 
_— oe ae ees VF) 2 re 
| se sgl = i a. ee axe as Siete . Sa 
Salieri ie . #®. - — iS o Pe Ee ce SE ee , E 
See wt Mae . Se a +. eS Pear Be: r . ee ee ee 
ae aces % he wee 2 ee AS ca 8 i F 0 ee J 
Ee s: mi 2 - - = —_— o 
a ® - gPy — : eae Re ; F ai ine: os 8 ‘ Gas see ‘ : 
oor - _ Ff eS ot. 
he *e A ee ae . ree 3 te NL 
= as Laan oe * a oe ae “es Bak we yo ’ 
aa ee ee Cg ge ee a ss ae 9S ra : 
Aa Sa — ee Sse ! 3 ee = = ee ai) es 
cet ema: © ie # em Beret 3 
: — te F i ¥ é 
& a Ss . : 
— 
3 . ‘ing a | 
Re! aN 4 . 2 b= ee a ai a : : eq 
~— a —_ | | | : 
: ir ep = “oe. % ‘ - : i ‘ é i suseome at ee 
a Rete | - , AY “eye - i OR es 
iso a * Fe asics gs ie Rie ae. Ey , : ai 3 ‘ Fi ' é Pe Oe ’ " i - " ee this ES gid - : -— ae fis bs a 
a ie . . =e * * “a ees ve e . “i % # gee ae - . ee cue i. 
me = oO we sins * TT am, owe ~~. oe oe 
fe & Y a. —— Seas” a: $ oa Ke ’ as —— _ BPO % & . i ‘ se a oe 3 
? in ma ‘ a % : : Be wil . . —s a a Bs pees Ee . 2 ; i ? o . & 2 a the S oe ae og” cs 
Sti on ede 3 . ws Bs Fi) & 4 . 4 2 = ae E 8 ie  —_—s a, age _ 
seh cmt i i ry "ie ; » a Pr 4 J , 4 * : ‘ea ” > a Site: a be Ps Bis j  e~ 
Mace get ‘iseas te - ' . —_ % ; , i ee ’ —<— atte wae ‘eo 
re i es x otis eee me os ee Z j : & ) é ell * “a : : iis, ; Fs ‘ * ee be 
wes Nog Ber Fo cee , : ® ie a“ * Pigs ba “| 
Ss i aa e P 45 - : _ i ’ : # ce a = te Pe ¥ ee a ie a 4 Bx “ 
aa é " I i ae f | = , » . re. ’ i ae 
ie se } 3 aj ele 89 a — pea: ’ wk i f | ae : E. % > 3 ce ies Ee wey " <a bie ¥ ‘<e - a 
- ji ia a a hs in ae ee Sm i... a — j Fs a / a a) eae gs ae ee ileal eee 4 * 4 ad a i % 3 ; — ' " ii 
7 a? a Ps _ a ae — @ dee , y 4 a Rnb ja ce NS! oe — we a .  & ae " 7 * " 
ee Pt Be ee ge ee ae j ee P ’ US! alee ay ane r* ' . ie é |. = * , IR # 
ee “4 ; id maa ie ad _. : : . * ee: ne ae ‘ ‘ ee ba _- ee r : fy aan 
ie _ 3 5 a a a fei. ae ae a mm ‘i oi 9 # aa rea d - ie Be rete br ? es a, 3 ae By tee ‘ ae : « bi - 
a q ae * se aed Sg ae Mie am F i ? z 2 ih ee a sg thsi ‘ad Pee Sane k = “4 fF “ es ' - ; ; ’ 
: it eile Pie 7 be Po. . _ Pe 2 ee i & i ee : e 2 cal ai , mee Ze” rm ~ % * oil 
a EP, _ ae asia ee — ae a i ae ’ ones Day oe _ Beh ona ‘ se aie et : ‘ Lm fe a a ae a Sa a ie 
ee el a eos 5 5, ee = ae Ree ah igen Pap i : re Pi x f : = by e. rigs Be Me | ae 2 °C 
. vir” ‘a : ‘ le i — ee * oe sae i oo il ay ' 
4 Ls g 3 he * , 4 = se | ; - ? ; ie cae ee ? 
a a . i ; 4 ae _ — 4 : : aa “ug “ a o a 
* rs = 4 , ray et = . P b = ae : 
, 4“ toe j =—_ 7 : ‘ hey é My e,. ; . 
F 4 fe eg ap ¥ aye vd a in r ileus shies Z el # ie be euiel 4 - Ei : , a 
A ¢ 4 : , # a «6 ge, oe eee A / 
, ae = “ - é _< ies me “y 2» ee F : hw ie @ 
f dl . # P f / a i ae 4. ting te ra j Bi a ’ =" x = we rR +. & eal 4 oh. ik. é ge i é . ay ry ” $e 7 j 
4. Pm 4 Bi. be > es: ai? ” J a og e $i ¥: € r ag ¥, . . agit tae i P i. a a3 + #! ce ge he ‘ | 
eo ce - ae ae : ae es i al a he ad F Sp, 7 a a) ‘. : 
: ie a 5 wr i os oe es & : ae i Se 4] a a 3 oy oo fgg a © $a ® Hl 7: ee a . ae eect er WP 
°s ‘oe ‘aie RP - * es ed oF é ; i ae ~~ |) Ts. oe >. 4 «wie? 7% 
‘pe —— ae weer ek : 4 7 oa gee ee i | . « ‘4 j > oe a Pd 4 se: . R > 
‘A r ie oe a ! ah) i ba o rors ‘, ae < eee & Pac8 : oy a, f a ‘ | a rc + a .e ; ae { a 
n ; « 4 a 3 4 j 4 fd - eo bs s re ae z. La . bid a: eae 4 ws ‘  - i: Bs a ® 4 _? | : 
x a ooo i ee ie GR i ; x I 4 ae x ; _" as oe ie ee 3 Tey . r. _* —- . oF : ‘ 
«4 ? Be ists “eet * =F 3 ‘2 . : “ be ‘ : fi " 7: “et 4 . ia : , 
. ; ‘ i . « * “yes ‘ K > : le a. ‘ _ pes ae a a > ox gn” e Ve! ie 
a = ee ie ay aes : ‘ ol : ty : bi 1 5 Jonas ! ; 7 
— ee LEP ys wend C, ie Be ‘ a ac ee ment ie Be Ai mins 


i 


V 


l- 


> 


Editorial Technique 


Overwhelmingly Acclaim 


nique, brilliantly executed by the country’s 
SPORTS AFIELD has achieved a 
acceptance. With a guaranteed 


is the unquestioned leader, 
SPORTSMEN’S MAGAZINE 


*Effective March Issue 1947 


NO. 1 SPORTSMEN’S MAGAZINE 
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25¢ Sample of Coleo 
False Teeth Cleanser 


Made by Colgate on a new formala... , 
So effective at removing film and stains that 
7 out of 10 preferred Coleo to all other 
false teeth cleansers in recent tests! 


ay! 
CUT OUT...FILL 1IN...MAIL TOD 
a _ noheoeseeeeee= ‘ 


Jersey City, N. 
Dept. 8 


fe 
| 


DENTURE DETERGENT—Colgate-Palm- 
olve-Peet Co., Jersey City, is using this 
test copy in Ithaca, Binghamton and 
Reading, Pa., to test Coleo, its new 
false teeth cleanser. Copy says "7 out 
of 10 preferred Coleo to all other 
false teeth cleansers’ and “guards 
against ‘false teeth breath’."" William 
Esty & Co., New York, is the agency. 


Sorensen to Stephens 


Sorensen & Co., Stamford, Conn., 
manufacturer of voltage regulators 
and electronic equipment, has 
named Henry A. Stephens, New 
York, to handle advertising and 
public relations. 


Sponsors News Program 

Northern California CIO Coun- 
cil is sponsoring news commen- 
tator Sidney Roger in a 15-minute 
commentary every Sunday morn- 
ing over Station KGO, San Fran- 
cisco. Sam Lewis Agency, San 
Francisco, handles the union’s ac- 
count, 


‘Parents’ ’ Hits Million 

Parents’ Magazine, New York, 
has increased its circulation guar- 
antee from 890,000 to 1,000,000, 
and upped its black-and-white 
page rate from $2,875 to $3,550, 
effective April, 1947. 


Wright Joins Irwin 

Martin C. Wright, formerly per- 
sonnel administration executive of 
Associated Press, has joined James 
W. Irwin & Associates, New York 
and Chicago management consult- 
ing firm, as a group executive. 


Holds Style Show 


The Chicago Tribune held its 
seventh annual American Fashions 
style show Oct. 3-4 in WGN’s 
studio theater. The show, climax- 
ing the 1946 American Fashions 
national contest, featured costumes 
made up from 43 sketches selected 
as preliminary winners. The au- 
dience selected the final prize-win- 
ners. 


EXPORT TRADE 
and SHIPPER 


is the only ABC magazine 
edited for foreign trade exec- 
utives in the United States. 


Export Advertising — Foreign 
Finance — Shipping — Packing 
for Export — Foreign Mer- 
chandising —Exchange—Con- 
sular Regulations are all given 
space in the editorial pages. 


Write for folder 


“Facts About The Men Who Handle 
America’s Foreign Trade.” 


EXPORT TRADE and Shipper 
20 Vesey Street, New York 


va 


Starts Candy Campaign 


Sierra Candy Company, San 
Francisco, has planned a_ fall 
campaign, using newspapers, radio 
and point-of-sale advertising. 
Copy employing different themes, 
alternating every other week, has 
been released to 22 western news- 
papers. One _ schedule is_ built 
around Sierra “Creme de Coffee,” 
demi-tasse confections, and the 
other around Sierra chocolates, 
using the theme “For the Lady of 
Your Heart.” 

Dealers will be offered news- 
paper mats, special holiday illus- 
trations, facsimile package cuts, 
window displays and dealer aids 
for spot announcements. 


Neblett Show Goes On 


Neblett Radio Productions, Chi- 
cago, founded by the late Johnnie 
Neblett, will be carried on under 
the supervision of Mr. Neblett’s 
partner, Mort Jacobson, and his 
associates, Josef Cherniavsky and 
Ruthe Miller. The company also 
will continue Mr. Neblett’s tran- 
scribed program, “So the Story 
Goes,” since the entire series of 
260 episodes has been recorded. 


Banks Urged fo 
Boost Services 
fo Small Users 


CxiIcaGo—Banks should human- 
ize themselves through advertis- 
ing and through friendly “bed- 
rock” relations with “small pur- 
chase” customers, H. R. Farrall, 
advertising manager of the Tri- 
bune Chronicle, Warren, O., told 
the American Bankers Association 
at its 72nd annual convention 
here last week. 

Banks have money for hire, said 
Mr. Farrall, and relatively small 
services such as sale of travelers’ 
checks, deposit box rentals and 
Christmas savings accounts should 
be used to bring in customers who 
too often look on these institu- 
tions as “bankers’ banks.” 


Myron F. Converse, head of | 
the ABA savings division, told the | 


convention that although the 
American people had saved larger 
portions of their incomes during 
the war than ever before, liquid 
savings during the first quarter 
of 1946 had shown a sharp drop. 
He attributed the decline in sav- 
ings to prolonged strikes, volun- 
tary vacations by returning veter- 
ans and the general rise in the 
cost of living. 


Taxes to Stay High 

Secretary of the Treasury John 
W. Snyder told the bankers’ group 
that taxes must be maintained at 
their present high level in order 
to reduce government indebted- 
ness. “It is pure fantasy to talk 
of debt reduction and tax reduc- 
tion at the same time,” he said. 

While banks must refrain from 
“charging headlong” into instal- 
ment lending, they were reminded 
that active engagement in instal- 
ment financing can assist wide 
cross-sections of their communi- 
ties in acquiring capital goods 
and at the same time a higher 
standard of living. 

R. A. Peterson, vice-president 
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of the Bank of America, San 
Francisco, told the convention 
that more than 10,000 banks have 
decided to engage actively in in- 
stalment financing. He said that 
the field of term loans to small 
businesses today offers “most un- 
usual” opportunities for construc- 
tive service. , 

New officers of the American 
Bankers Association are: Presi- 
dent, C. W. Bailey, president, 
First National Bank, Clarksville, 
Tenn.; vice-president, Joseph M. 
Dodge, president, The Detroit 
Bank, Detroit, Mich., and S. Al- 
bert Phillips, vice-president First 
National Bank, Louisville, Ky., 
who was reelected treasurer by 
the executive committee. 


Sponsors Herb Lewis 


Suffolk Farms Packing Com- 
pany, Boston, has signed with the 
Yankee Network for a 26-week 
series of shows starring “Happy 
Herb” Lewis, to promote its vege- 
table products, starting Sept. 29. 
The series is heard Sundays, 
2:45-3 p.m. Hirshon-Garfield, Bos- 
ton, is the agency. 
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IDEAL IS STILL 


*Pyblisher’s Statement 
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Nash Plans Co-op Ads 


Nash Motors division of Nash- 
Kelvinator Corporation, Detroit, 
is readying a dealer cooperative 
advertising and promotion fund 
to be in effect from Oct. 1, 1946, 
to Sept. 30, 1947. Zone managers 
and distributors have been ad- 
vised that all requests for co-op 
ads were to be submitted and ap- 
proved by Sept. 30 and all claims 
for reimbursement must be re- 
ceived by Nash not later than 
Oct. 15. 


Ahrens Names Farrar 


Ahrens Publishing Company, 
New York, has appointed Gilbert 
P. Farrar, type stylist, to rede- 
sign its publications. Mr. Farrar’s 
first assignment was the Septem- 
ber issue of Restaurant Manage- 
ment, with subsequent issues of 
Hotel Management, Hotel World- 
Review and Travel America to 
follow. 


Appoints Ardell 

W. D. Ardell has been appointed 
Toronto sales manager of the 
Canadian Street Car Advertising 
Company. 


Sell Whole Store, 
Hoving Tells Club 


New York—Walter Hovinsg, 
president of Hoving Corporation, 
which was organized earlier this 
year to own and operate Bonwit 
Teller and to expand to other 
cities, told the Sales Executives 
Club of New York Sept. 24 that 
retail advertising should sell the 
store as a whole, and not in- 
dividual items. 

Retail advertising is dull and 
boring, Mr. Hoving said, asserting 
that “thousands of people in com- 
munities all over the United 
States have unconsciously trained 
themselves almost completely to 
avoid reading it as they go through 
their newspapers.” 

Mr. Hoving advocated that re- 
tail advertising funds from each 
department be “put in a central 
pot,” and used in advertisements 
for the store as a whole, which 
leaves readers with the idea that 
the store is a good place to shop. 
For day-to-day transactions, di- 


rect mail techniques are desirable, 
Mr. Hoving said, suggesting that 
the mailing list be kept by de- 
partments, rather than as an un- 
wieldy general list. 


First Full Page 
Runs in Holland 


Talk of increased newsprint in 
Holland remains only talk for 
Dutch weeklies, all of which have 
been ordered to omit one issue 
each month hereafter. Daily news- 
papers are as yet unaffected. 

Holland’s first full-page ad since 
the war appeared recently in de 
Volkskraut (circulation about 140,- 
000). The copy, prepared by the 
Palm Advertising Agency, was 
for Prodent toothpaste. 


Signs Gallenkamp 


Gallenkamp Stores, a West 
Coast shoe store chain, has signed 
a 52-week contract with ABC to 
sponsor “Patsy Novak,” a mystery 
drama, on the network’s Pacific 
Coast outlets Sundays at 8-8:30 
p.m., PST. Agency is Bruce 
Eldridge Advertising, San Fran- 
cisco. 


Food Foundation Elects 


Frozen Food Foundation, Syra- 
cuse, composed of 56 department 
stores and industrial companies in 
the U. S. and Canada, has elected 


the following officers: President, 
William Burston, Allied Stores 
Corporation; vice-presidents, 
Thomas W. Johnston, R. H. Macy 
& Co., and Harold J. Nutting, 
Marshall Field & Co.; vice-presi- 
dent and treasurer, Donald French, 
Carrier Corporation; secretary and 
foundation director, Gerald A. 
Fitzgerald, and assistant treasurer, 
J. H. Baker. 


Yankee Signs Lehigh 

Lehigh Coal & Navigation Com- 
pany, Philadelphia, has signed a 
52-week contract with the Yankee 
Network for sponsorship of the 
“Yankee Weatherman,” Monday 
through Friday, 8:15 to 8:20 a.m. 
Lewis & Gilman, Philadelphia, is 
the agency. 


Johnston Rejoins Agency 
Hugh Johnston, recently re- 
leased from the Navy, has re- 
joined the Detroit office of Brooke, 
Smith, French & Dorrance. 
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Douglas, 2 Lines 
Plan Campaigns 
on DC6 Delivery 


New YorK—Depending on pro- 
duction, American Airlines, United 
Air Lines and Douglas Aircraft 
Company will launch simultaneous 
campaigns for Douglas DC-6s in 
November or December. The am- 
biguous date is accounted for by 
the production difficulties which 
have plagued the transport maker, 
and already set back the delivery 
of the aircraft twice. 

In fact, some airline spokesmen 
do not expect the DC-6 until Jan- 
uary, which will delay the cam- 
paigns until that date. 

The two airlines were the first 
to sign orders for the new liners, 
on the same day. When the DC-6€s 
are delivered, they will go simul- 
taneously to the two lines, with 
presentation ceremonies at Santa 
Monica. National Airlines will re- 
ceive its DC-6s shortly thereafter 
and will also launch a campaign. 

American’s agency is Ruthrauff 
& Ryan, United’s is N. W. Ayer & 
Son, Chicago. Douglass’ agency is 
J. Walter Thompson Company, 
and National’s account is handled 
by Grant Advertising. 


United Cigar Elects 


Herman H. Goldstein, for 24 
years with United Cigar-Whelan 
Stores Corporation, New York, 
now in charge of all Whelan drug 
stores except those in California 
and Florida, has been elected 
vice-president of the corporation. 


Adopts New Brand Name 


Clinton Knitting Company, 
Clinton, Ont., has adopted the 
trade name ‘“Wearwell,” discon- 
tinuing its “Clinknit” brand. Con- 
sumer advertising, handled by 
Russell T. Kelley Ltd., will be 
delayed until the supply situation 
eases. 


4000 Get Jobs 
In Port Arthur 
Since War's End 


While® other areas have experi- 
enced large employment declines 
since the end of the war, employ- 
ment in the Port Arthur area has 
increased by approximately 4000 in 
the same period, according to figures 
compiled by the Employment Advis- 
ory committee of the U. S. Employ- 
ment Service. 

The reason given was the lack of 
change in the principal products be- 
ing manufactured here, where no 
reconversion problem was involved, 
and a steadily growing demand for 
them in peacetime markets. The 
products are petroleum and syn- 
thetic rubber. 

32.575 Employed 

Current employment in all local 
industries is estimated at 32,575, 
while the USES file of active job 
seekers has grown by 1500 since 
August, 1945, to a current total of 
approximately 2000. Estimated pop- 
ulation inerease during the same 
period is 10,000, 

Approximately one thousand of 
the active applicants for jobs are 
veterans and these continue to come 
in at an average rate of 80 per week. 
About 10 per cent of these are vet- 
erans who were inducted into the 
armed forces from other areas. 


(Reprint from the Port Arthur Texas News 
of June 26, 1946) 
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is a market you should include 
in your advertising program. 
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Rejoins Foster & Kleiser 


Jimmy Snow has returned to}! 
the Oakland office of Foster &| 
Kleiser, outdoor advertising, after | 
an absence of four years while he | 
acted as purchasing agent for the) 
Moore Dry Dock Company, buy-| 
ing electrical equipment used in 
Navy repairs. 


Starts Western Show 


Vick Chemical Company, New 
York, through Morse International, 
New York, is sponsoring “Shorty, 
Sue & Sally,” show featuring west- 
ern music, in three quarter-hour 


periods per week over Station 
KLZ, Denver, promoting all its 
products. 


Whitten Names Two 


Kurt R. Thomas, who joined 
Whitten Advertising Agency, Bos- 


ton, following his discharge from) 


the Army in April, 1946, has been 
promoted to assistant production 
manager. E. S. Whitten Jr., re- 
cently released from the armed 
forces, has joined the agency to 
assist in handling accounts. 


Two Join Dallas Agency 


Robert H. Cain and Frances 


| Leah have joined Wilhelm, Laugh- 


lin, Wilson & Associates, Dallas, 
as production manager and copy- 
writer, respectively. New quar- 
ters of the agency are located at 
1319 Young St. 


saaniaanian 


Plans ‘Winterproof’ Ads 


General Petroleum Corporation 
of California, Los Angeles, west- 
ern affiliate of Socony-Vacuum 
Oil Company, will launch its an- 
nual ‘“‘Winterproof” campaign Nov. 
1. Newspapers, outdoor, direct 


/mail and dealer aids will be used 


for six weeks, built around a 
basic safety theme and emphasiz- 
ing various services. A safe-driv- 
ing booklet, “Young Pilots,” will 
be distributed to school children. 
West-Marquis is the agency. 


Magazine Names Agency 


Fortnight, San Francisco, a new 
magazine (AA, Sept. 9), has ap- 
pointed Pacific Coast Advertising 
Company, San Francisco, to handle 
circulation and advertising pro- 
motion. 


APPLE KING 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. Prices: $2.75 and up! 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


business associates, 


Adds Pinckard 
they William F. Pinckard, 


Heeney, Victoria, B. C., 


sellor. 


recently 
released from the armed forces, 
has joined the staff of C. A. Allen 
adver- 
tising and public relations coun- 


railored legmare & g 
va of this formal dn 
“winter wheat xe & 


Rree shoes bebuy 
white te tg 


Style news leadership demands judgment 
based on long experience and broad knowledge. 
Recorder editors report revolutionary new 
designs, of course. But they do far more! 
They interpret trends ... form judgments 
upon which buyers can, and do, act with 
confidence. 

How are they able to do this? Because the 


Recorder’s established reputation as National — 


Voice of the Trade opens the door to much 
confidential information. Spontaneously—and 
in response to queries—retailers report. cus- 
tomer preferences, wholesalers disclose fast- 
moving lines, manufacturers preview their 
newest styles, suppliers tell of improved 
materials and methods. 

Without their four-way coverage of the 
trade, without their enthusiastic readers and 
intimate knowledge of every important factor 
in the shoe industry—our editors could not 
maintain the recognized leadership which 


seus 


makes Recorder-confirmed styles click in the 
retail stores— where your volume sales are 
born. 

This confident acceptance of Recorder judg- 
ment is invaluable to advertisers, as well as 
readers. It lends prestige to styles and lines 
promoted in the Recorder’s pages. It can help 
to put the stamp of buyer approval behind 
your new lines. 


BOOT and SHOE 


ecorder 


NATIONAL VOICE OF THE TRADE 


Published Twice Monthly 
A Chilton ® Publication 
100 East 42d Street, New York 17, N.Y. 


Financial Advertis- 
ers Association, national conven- 
tion, San Francisco. 


Oct. 7-10. 


Oct. ‘10-11. Television Broad- 
casters Association, second tele- 
vision conference, Waldorf-Astoria 
Hotel, New York. 

Oct. 14-15. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 14-15. Boston Conference 
on Distribution, Hotel Statler, 
Boston. 

Oct. 17-18. Audit Bureau of 
Circulations, annual meeting, 
Stevens Hotel, Chicago. 

Oct. 18-19. Direct Mail Adver- 
tising Association, annual conven- 
tion, Stevens Hotel, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
Palmer House, Chicago. 

Oct. 24-26. Life Insurance Ad- 
vertisers Association, 13th annual 
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meeting, Edgewater Beach Hotel, 
Chicago. 

Oct. 24-25. American Market- 
ing Association, annual conven- 
tion, Statler Hotel, Detroit. 

Nov. 4-6. Pacific Council, Four 
A’s, annual convention, Biltmore 
Hotel, Santa Barbara. 

Nov. 11-12. National Newspaper 
Promotion Association, 2nd annual 
Midwest conference, Gary, Ind. 

Nov. 13-15. Association of Ca- 
nadian Advertisers, annual meet- 
ing, Toronto. 

Nov. 25-26. Packaging Insti- 
tute, Stevens Hotel, Chicago. 

Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 


Rejects Whisky Ads 

The Herald and Journal, Spar- 
tanburg, S. C., has announced that 
it no longer will carry whisky ad- 
vertising. 


Monroe Gets FM Permit 

Monroe Broadcasting Company, 
Rochester, has received FCC au- 
thority to build an FM radio sta- 
tion. 


OFFICIAL PUBLICATION 


VETERANS OF FOREIGN WARS 


DAN B. JESSE, JR. & ASSOCIATES, INC. - Advertising Directors - 10 EAST 43rd STREET, NEW YORK 17, MW. Y. 
Midwest Representative: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 
Pacific Coast: Ren Averill Company, 617 S. Olive Street, Los Angeles 14, California 


TOTAL CIRCULATION 
NOW 1,750,000! 


What other man’s magazine 
puts your advertising in step 
with so many youthful, forward- 
marching veterans—whose 
family buying power will con- 
tinue to increase for a quarter 
century to come? 


What other man’s magazine 
NOW gives you an enthusiastic 
1,750,000 circulation—at 
rates stillbased on 1,000,000? 


Join the march to 2,000,000 
men readers with Foreign Ser- 
vice! Membership soaring at 
the rate of 50,000 monthly— 
you get bonus circulation 


NOW! 
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RABELE-ROUSER 


a iger whispers raced through Cleveland. “Heard 
about the new party ?”. . “We'll put those foreign- 
born ,—-s in their place”... 


Who was behind this subversive talk? A reporter 
for the Cleveland Press thought he knew. 


For a week the reporter had shadowed a mysterious 
stranger who had been preaching a dangerous gospel 
of hate and racial bias—and collecting donations to 
finance his “party.” 


Then the Press ripped off the mask! A series of four 
articles exposed the stranger as a professional rabble- 
rouser and apostle of sedition. 


Public Opinion, alerted to the danger, drove this 
menace out of Cleveland . . . finally forced his indict- 
ment for sedition. And that same Public Opinion, 
intelligently aroused . .. 


MERICA has one weapon that can deal 
A with either a local troublemaker or a 
national menace. That weapon is Public 
Opinion. The menace is the Communist 


Fifth Column. 


Your newspaper has pointed out that 
America has no quarrel with Russian 
Communists. If Russia wants Com- 
munism, that is none of our business. 


But your newspaper warns against the inter- 
national Communists within our own coun- 
try—men who call themselves Americans, 
but take their orders from Moscow. Men 
who serve foreign masters—yet spread their 
poison in our labor unions, political par- 
ties, schools, even our homes. 


Daily, your newspaper puts the finger on 
these traitors and their sometimes more dan- 
gerous “‘fellow travelers.” 


THINK as you read these facts. An in- 
formed and unified Public Opinion is the 
ONLY force strong enough to protect Amer- 
ica against these peddlers of subversive 
foreign ideals, these saboteurs of American 
democracy. 


And Public Opinion is YOU —multiplied 
by millions. 


“Give light and the people will find their own way” 


SCRIPPS-HOWARD =m NEWSPAPERS 


NEW YORK. . . 
BIRMINGHAM. . . . «+ + 


« Rocky Mt. News EVANSVILLE . . . . 1 5s Press 

Post HOUSTON . . . . « «© + « Press 

+ + Commercial Appeal og ee Pres 
+ «Press-Scimitar ALBUQUERQUE .. . . . Tribune 


SAN FRANCISCO . Covington edition, Cincinnati Post 
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54 
Gets Cleanall Account 


Red Star Distributing Company, | 


& Baum Advertising Agency, Port- | 


Prater Appoints Calvert 
Grant L. Calvert, recently re- 

Portland, Ore., has appointed Short | leased from the armed forces and 

prior to that associated with Cre- 


land, to handle advertising of) ative Advertising Service Com-| 
Wonder Cleanall, cream furniture 

cleanser. Newspapers are being) service director of Prater Adver- 
used. | tising Agency, St. Louis. 


Prefabricators 


| 


to Launch Drive 


WASHINGTON — More than 60 


pany, St. Louis, has been appointed | companies, members of the Pre- 


fabricated Home Manufacturers’ 


Institute, this fall will launch an 


advertising campaign in the U. S. 
and Canada to promote prefabri- 
cated housing as permanent, “gen- 
| uine” homes. 

Although many institute mem- 
‘bers have curtailed production be- 
‘cause of shortages of materials, 
'the campaign will be launched not 
only to serve immediate needs but 
to build long-range public accep- 
‘tance for the industry. Olmsted & 
Foley here will handle the drive. 
| A chief copy theme will stress 
‘the ability of prefabricators to 
/make homes of many different de- 
signs at costs of $10,000 and under. 
Copy will be aimed not only at the 


‘general public but at specific 
‘groups, including realtors, city 
building inspectors, bankers and 


others. Copy will also point to 


economical costs, structural 
strength and beauty of prefabs, to 
research on which prefabrication is 
based, and to the fact that the in- 
dustry “is here to stay.” 


Plans National Drive 
This Fall for Moth-Ded 


Satisfied with the results of a 


test campaign in Pittsburgh last 


| spring, Boyle-Midway, division of | 


American Home Products Corpora- 
tion, New York, will launch a 


mote its mothicide, known as Moth- 
Ded. The fall schedule includes full 
pages in Charm, Good Housekeep- 
ing, Mademoiselle and True Con- 
fessions; radio programs featuring 
Galen Drake thrice weekly on 43 
stations, and point-of-sale mate- 
rial. W. Earl Bothwell Advertis- 
ing Agency, Pittsburgh, handles the 
account. 


Gillette to Air Game 


Boston, will sponsor the Shrine 
East-West football game, Jan. 1, 
1947, over the Mutual network. 


- 


cee ee tea ate 
=> 
2 re 


See 


— 
ern 


rr 


Se ra a ae re 


CHICAGO 


In over 1800 cities and towns all over the coun- 
try, housewives, homeowners, purchasing agents 
and others, use the Classified section of the Tele- 
phone Directory to help solve buying problems. 


. Day and night in homes, offices, factories and 
at telephone pay stations the familiar ‘yellow 
pages’ are busy helping thousands of men and 
women to find the branded products and ser- 


vices they need. 


all 


“BOSTON 


BALTIMORE 


The Classified gives quick answers to such 
important questions as — “Who handles this 
branded product in my neighborhood?” 
Where’s the nearest authorized serviceman for 


my make of refrigerator?” 


Because it makes buying easier 
for millions and saves valuable time, 
the Classified performs a real national 


service. 


national campaign this fall to pro-| 


Gillette Safety Razor Company, | 


Advertising Age, October 7, 1946 
| 
| 


| 
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FOR FREE ENTERPRISE—To explain 
what it actually means, Harnischfeger 
| Corp., Milwaukee, used this newspaper 
| copy in the opener of a local ad series, 
which is to be continued indefinitely. 


‘Milwaukee Firm 
Starts Series on 
‘Free Enterprise’ 


MILWAUKEE—A local campaign 
|to teach people what free enter- 
prise means has been launched by 
Harnischfeger Corporation, manu- 
'facturer of overhead cranes, elec- 
tric hoists, excavators and welding 
| equipment. 
| The first ad of a series to con- 
tinue indefinitely ran in the Mil- 
_waukee Journal and will be re- 
|peated in the Milwaukee Sentinel 
|and the half dozen foreign papers 
|in the area before the second ad 
|of the series is placed. 

The four-column, 160-line ad 
|showing a frayed rope is headed: 
| “Start a business on a shoe string? 
This one started on a broken rope.” 
|The copy relates how back in 1887 
|in a Milwaukee machinery plant a 
rope broke, plunging a big travel- 
|ing crane’s load down on helpless 
| workers, leading to the idea for a 
safe crane and the establishment 
of what was to become the Har- 
/nischfeger Corporation. 

“Free enterprise did it,” the copy 
| States. “The freedom to take an 
\idea from a shoe string to success, 
| which is the American way. And 
|as in this case, with the Harnisch- 
feger Corporation—the results*are 
always the same: New jobs for 
American men and women, new 
and better products for them to 
enjoy.” 

A subhead declares: “Free enter- 
prise means better products for 
more people at lower cost.” 

Although the series will have 
advertising value for the firm, the 
basic idea, according to Edward 
Slackford, advertising and sales 
promotion manager of Harnisch- 
feger, is to teach people what free 
enterprise means. “Ask 50 people 
on the street what it means,” he 
says, “and 49 do not know or are 
|not certain.” 

The campaign will be confined to 
this locality and will not be part of 
the company’s national advertising. 
If each company would start a sim- 
ilar local series using its own ex- 
periences as examples the effect 
would be better than a national 
campaign on the subject, Slackford 
maintains. 

The ads are being prepared by 
the Buchen Company, Chicago. 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
ADVERTISING 


Complete Agency Service 


6 


9 N. MICHIGAN, CHICAGO II « DEL. 8300 
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Work 3 Hours More 
and Double Pay? 
Executives Refuse 


‘Fortune’ Finds Men 
Arrive Early, Work 
Late, Like Jobs 


NEw YorK—The typical busi- 
ness executive in the United States 
enjoys his job, takes work home at 
night, and would not work two or 
three hours more a day (consider- 
ing the tax situation) to double his 
income. 

This aspect of the executive, 


along with other facets, will be 
published in Fortune’s October | 
issue, as part of its management | 
poll. 


either of two things: That southern 
executives are, as a group, farther 
from the point of diminishing re- 
turns or their pace is more lei- 
surely and the thought of an 
added stint is more tolerable. The 
same premise holds for the differ- 
ence in manufacturing and sales 
executives. 

As for the fact that 94% of the 
executives like their present busi- 
ness, Fortune concludes that 100% 
of those polled are well-paid “suc- 
cesses” and that the successful are 
proverbially happy. 


Joins ‘Photoplay’ 


Biddy Banton, formerly with 
Women’s Wear Daily, has been ap- 
pointed West Coast associate of 
Photoplay Fashions, operated by 


#Photoplay, with offices in Holly-| 


wood, 


Supply Firm to Move 
American Hospital Supply Cor- 


Food Stores Quiz Show 
Offers Scholarships 


year scholarships to Temple Uni- 
versity rather than cash or gift 


tion KYW, Philadelphia, Sept. 29, 
under sponsorship of the Food 
Fair Markets, Inc. Contract for the 
program, placed through J. ‘ 
Korn Company, Philadelphia, runs 
26 weeks. 

Idea for the radio competition, 
which is open to 10th, 11th and 12th 
grade students of schools in the 
greater Philadelphia area, was 
originated by Maj. Gen. J. A. Ulio, 
wartime Adjutant General of the 
Army, who is now vice-president of 
the Food Fair stores. The program, 
called “Invitation to College,” fea- 
tures quiz questions based on 
American history. 


‘Airline Food Names Wick 


Joe G. Wick, general sales and 
advertising manager of David G. 
|Evans Coffee Company, St. Louis, 


Some of its findings: 82.5% | poration plans to move its execu-| has been appointed in the same ca- 


of executives are in the office by 9 | tive offices and main warehouse into | pacity by the Airline Food Corpo- 


a.m.; over 90% are out by 6 p.m.; 
the average time for lunch is an) 
hour; wives would rather have the 
men working at home nights than 
in the office; 61.9% work Satur-| 
days in the winter, 45.38% in sum- | 
mer; for 65%, vacations are about 
the right length. 

Approximately equal percentages 
(24.9%, 22%, 21.4%) take two, 
three, four weeks of vacation, re-. 
spectively. The majority of execu- 
tives take no regular exercise dur- 
ing the week, but of the 41% who '! 
do, 40% take exercise “several 
times a week,” not daily. The ma- | 
jority of executives spend an hour 
a day on the telephone, several | 
hours in conferences of various 
kinds. Their secretaries, in a ma- 
jority of cases, keep track of ap- 
pointments, answer routine letters, 
do not write checks for personal 
bills, pick up minor purchases, con- 
trol appointment schedules or de- 
cide who will talk to the executive 
on the telephone. 


Ability to Handle People 


Asked what makes an executive, | 
the polled section said: Ability to. 
handle people (30%); ability to! 
make decisions (24.5%); technical | 
or specialized knowledge (18.9%); | 
great capacity for work (16.2%); | 
ability to see things through) 
(12.9%); imagination (10.2%); 
other (1%). As might be expected, | 
this answer varied according to) 
the field in which the executive is | 
active. Sales executives thought 
ability to handle people most im- | 
portant, but only 18% of corporate | 
finance men thought so. The over- | 
all impression, however, is that. 
executives regard qualities of lead-| 
ership as more essential than tech- | 
nical skills. 

As for the question about doubl- 
ing income by working extra hours, | 
more southern executives were will- | 
ing to work longer hours, fewer 
far westerners. Sales executives | 
were more willing to work extra 
hours for higher salaries than were | 
production men. Fortune thinks 
this disparity probably reflects 


WISCONSIN'S DAIRY 
MARKET 


The Sheboygan Press with its cir- 
culation of 23,197 ABC circulates 
in the heart of Wisconsin, one of 
the best dairy sections of a great || 
dairy state. Sheboygan county is 
listed as the greatest dairy center 
in the United States. When you |) 
buy space in The Sheboygan Press 
you are reaching a great market. 


\ WWW MDG =< 


(THE SHEBOYGAN PRESS | 


_ SHEBOYGAN, WIS. — 


ted by ¢ 


— 


a four-story building in Evanston, 
ll. ‘ 


ration, New York, which has just 
purchased the Evans company. 


A quiz show which offers four- | Publicity department of MacManus, 


| head of the copy department of 
giveaways made its debut on Sta- L 


55 


-DuMahaut Names Oliver Appoints Klemmer 


Jack Oliver, formerly with the 
ohn & Adams, has been named 


. J. DuMahaut Agency, Detroit. | Minneapolis. 


Lee Klemmer, formerly manager 
of both Drug Trade News and Food 
Field Reporter, has joined the staff 
of Modern Medicine Publications, 


Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Wse 
Setter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


Reach the men whose 


your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. 


14,000 CCA Circulation 


“NOD” may outsell | 


Sas BS 8 


BUSINESS MARKET 
IS THE LARGEST 


CIR CULATION NEW ENGLAND | ATLANTIC | NORTH CENTRAL ig oe Pe Bin su ce. 
) © va en ton Oo se wen tee et . ce 3 bw be ” * . 
NATION’S BUSINESS | } RARE | RARKE i Reeemniaue in 
: 461,416 36,699 | 136,011 | 177,705 | 50,542 (ieee Market” 
: | se . . * WRITE OR PON: 
FORTUNE 1 im i ik al. 
480,558 13,432 | 63,325 | 55,194 | 34,496 ‘ 


~ BUSINESS WEEK 1 it oil 


133,768 11,767 | 48,449 | 42,528 | 13,229 e } 
< a 0 9 iv) % ; Ps eo 
U. S. NEWS | "OAR 7 
207159 $8761 | 56,800 | 75,353 | 27,633 tl | 
IRKET—Use all Four , 


Figures from December ABC Statement 


WASHINGTON, D. C. 
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‘Shopper Shuttle’ 
Ends Customers’ 
Parking Search 


DENVER—Twelve Denver depart- 
ment stores have set up a “shop- 
per’s shuttle” to solve customers’ 
parking headaches. From a park- 
ing lot outside the congested dis- 
trict, holding 300 automobiles, three 
station wagons leave every eight 
minutes carrying customers to the 


Aa a RR er SU 


| 


downtown stores. 

The stores emphasize that cus- 
tomers may ask to be let out at any 
store they wish, regardless of the 
store’s participation or non-partici- 
pation in the shuttle service. They 
may catch the return station wagon 
for the return trip at any of the 
stores which participate, including 
Cottrell’s, Daniels & Fisher, Den- 
ver Dry Goods Company, Gano- 
Downs, the May Company, Neu- 
steter’s and J. C. Penney Company. 

Cnarges at the shuttle service 


,parking lot are said to be lower 
than the prices prevailing at closer 
downtown parking lots. 


To Kenneth B. Butler 


Kenneth B. Butler & Associates, 
| Mendota, IIl., has been appointed 
'to handle advertising of the fol- 
‘lowing divisions of the Illinois 
Agricultural Association: Country 
Mutual Fire Company, Country 
Life Insurance C mpany, Country 
'Mutual Casualty Company and 
Illinois Agricultural Association. 


Appoints Quaid 

Kobert E. Quaid, advertising 
manager in charge of all advertis- 
ing and sales promotion activities 
of Gardner Company, Pittsburgh, 
has been appointed manager of the 
Chicago office, succeeding Alan M. 
Davis, who returns to Pittsburgh 
to take over a special assignment. 


Bartley Promoted 


Robert L. Bartley, sales engineer 
in the tank division of Gar Wood 
Industries, Wayne, Mich., has been 
named sales manager. 


FIRM-ROOTED FOR 


90 OF IOWA'S 100 YEARS 


Y 
titi tt A ma 


Twice a month, there's active rivalry in 


ARMER 


has been spurred and guided by the far- 


Iowa's farm homes to see who gets the new 
copy of Wallaces’ Farmer and Iowa Home- 
stead first! That’s because Wallaces’ serves 
the interests of the whole farm family. It’s 
their farm newspaper, their farm business 
paper and their farm home-making journal. 

Wallaces’ Farmer and Iowa Homestead 
is looked-for twice each month on 9 out of 
every 10 Iowa farms. It is looked-for also 
on a very substantial percentage of the 
farms in the counties bordering on Iowa. 
Altogether more than 270,000 copies blan- 
ket the world’s richest farm market. 

This year Iowa celebrates the centennial 
anniversary of its statehood. For ninety of 
these hundred years, farm progress in lowa 


sighted and vigorous editing of its state 
farm papers, Iowa Homestead, Wallaces’ 
Farmer and the now combined Wallaces’ 
Farmer and Iowa Homestead. As Iowa 
looks ahead, Wallaces’ Farmer and Iowa 
Homestead, firm-rooted, strong, accepts its 
challenge to lead Iowa agriculture con- 
stantly forward. 

Looked-for and _ looked-to, Wallaces’ 
Farmer and Iowa Homestead offers adver- 
tisers a powerful background for selling. 


WALLACES FARMER 


Git’ \OWA HOMESTEAD 


DES MOINES, IOWA 


Looked foe TWICE A MONTH IN 9 OUT OF 10 IOWA FARM HOMES 
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Acme Steel Shows 
Package Guard at 
Museum Exhibit 


CuHIcAGoO—Even hoboes will feel 
the advantages of “‘steelstrapping,” 
a new exhibit at Chicago’s Museum 
of Science and Industry, demon- 
strating scientific packaging of 
goods. The exhibit was set up by 
the Acme Steel Company, Chicago. 

Emphasizing product protection 
through use of steelstrapping, the 
exhibit shows cutaway models of a 
freight car. The exhibit displays 
the effect of switching shocks suf- 
fered by conventionally braced 
packages in a box car, compared 
with packages protected by steel- 
strapping. 

Two hoboes seated on the pack- 
ages show the comparative effects 
of steelstrapping. Other phases of 
the exhibit show various tools used, 
and the museum demonstrator ac- 
tually steelstraps packages while 
visitors watch. 


Plan Soil-Off Drive 
Using Full-Color Ads 


Soil-Off Mfg. C mpany, Glen- 
dale, Cal., through Frank Oxarart 
Company, Los Angeles, will use 
fuil-color ads this fall for the first 
time for Soil-Off, blue liquid paint 
cleaner. The American Weekly will 
be used, with a series of full-page 
ads scheduled to begin during Oc- 
tober and continue through the 
fail and winter months. 

A series of meetings conducted 
for brokers and trade representa- 
tives of four major West Coast 
markets will be coordinated with 
the new schedule. 


Issues Newsletter 


A Latin American newsletter 
service for distribution to newspa- 
pers and chambers of commerce in 
Central and South America has 
been launched by the San Francisco 
Chamber of Commerce. Written in 
Spanish, the monthly newsletter 
will feature a story on a local in- 
dustry or business development of 
special interest to Latin Ameri- 
cans. 


Issues Dealer Mats 


Bendix Home Appliances, South 
Bend, has made available to its 
dealers 10 new sets of news»aper 
mats, ranging from 10 to 60-inch 
sizes. The newspaper space will be 
financed on the following ratio: 
Dealer, 50%; distributor, 25%, 
and manufacturer, 25%. No charge 
is made for the mats. Tatham & 
Laird, Chicago, is the agency. 


Increases Circulation 


Calling All Girls, New York, 
will have a new circulation guar- 
antee of 900,000, effective with the 
April, 1947, issue. 


Neighbors Promoted 

Florence A. Neighbors, space 
buyer of Goodkind, Joice & Mor- 
gan, Chicago, has been appointed 
director of media. 


FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New York 
you can’t sell it through the big 
city’s newspapers. The Bayonne 
Times has 66% more circulation 
among Bayonne families than all 
New York and Hudson County 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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Last week we attempted to make the 
point that there is.no justification for dull 
advertising—and -we showed how three 
auto makers had very smartly overcome 
the handicap of having practically no 
news’ whatever to present. 

Today we would like to make a: more 
or less related point. 

This is the matter of keeping a good 
idea fresh. 

And we can think of no better example 
than the advertising of Air-Wick and 
Parker “51” fountain pen. For here, with- 
out in any way changing the basic appeal, 
the interest in two continuing campaigns 
is maintained at top level. 
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You Ought to Know . 


The man who this month took over a 
new vice-presidency in the National 
Broadcasting Company with the title of 
“director of broadcast standards and 
practices” and the announced assignment 
of “administering the 
policies (of NBC) gov- 
erning advertising and 
program presentations 
on the air” and “ef- 
fecting improvements 
in broadcasting tech- 
niques” could hardly 
have brought more 
unique qualifications 
to that job. 

For Ken Reed Dyke 
not only has been a 
successful advertising 
executive, successively for U. S. Rubber, 
Johns-Manville and Colgate-Palmolive- 
Peet, and chairman of the board of the 
Association of National Advertisers, but 
he has had the unusual experience of 
serving radio in top-drawer capacities 


Ken R. Dyke 


- under both private and government cqn- 


trol and of seeing at first hand the effects 
of complete government domination of 
this medium. 

What Brig. Gen. Ken Dyke saw in Ja- 
pan when he went in with General Mac- 
Arthur’s headquarters staff following the 
surrender last year to serve as chief of 
civil information and education for the 
Allied supreme commander, convinced 
him, more than ever, of the importance of 
preserving the American way of radio 
broadcasting. 

The Japanese government, of course, 
was in full control of broadcasting. “We 
found two networks being operated, and 
a third about to be started, by the Radio 
Corporation of Japan. The people paid 
a tax on their receiving sets—those that 
were left. Bombings and lack of parts 
for repairs had greatly reduced the num- 
ber of sets in operation. Over-propa- 
gandized programming by the govern- 
ment had cut listening to an all-time 


Whe Creative Mans Corner 


In the case of Parker, the hand that 
holds “the world’s most wanted pen” has 
ceased to be just a hand. Here it is the 
beautifully drawn hand of the artist 
Thomas Hart Benton. And presumably 
there will be others. 

In the Air-Wick advertisement, interest 
is sustained by the primer-like drawing 
of a house in whose four rooms there are 
pictured a cabbage, a bathtub, a closet 
and a littered ash tray—all under the 
headline: “So many household odors... 
so many chances to offend.” 

How very simple these variations are. 

And how effective! 
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low,” said Gen. Dyke. 

“We immediately took over all broad- 
casting facilities, setting aside one net- 
work for broadcasts to our own troops, 
the other for information and entertain- 
ment for the Jap populace. Later we also 
placed the third network in operation. 
And we placed a priority on the manu- 
facture of cheap radio receivers to make 
new ones available. 

“The network used for troop informa- 
tion immediately got a big following 
among the Japs, many of whom under- 
stand English, because they figured what 
we broadcast to our troops was straight 
dope. On the other network we insti- 
tuted man-in-the-street interviews, dram- 
atized news periods, women’s programs 
and other typically American types of 
broadcasts. It was interesting to watch 
the Japs’ reactions. At first they were 
very chary. After all, they were used 
to having ‘thought police’ at their elbows 
ready to arrest them for having ideas of 
their own.” 

Gradually, however, the ideas Gen. 
Dyke and his staff drummed at over the 
radio—that the people now had freedom 
of speech, that they could express indi- 
vidual ideas again—began to take hold. 

What the Japs ultimately do with their 


, radio, Gen. Dyke says, will be up to them, 


but “we have done our utmost to expose 
them to our democratic ways” and he be- 
lieves the Japanese might choose to set 
up a system similar to that in Australia, 
where the government-operated Austral- 
ian Broadcasting Company operates one 
network, while two others are privately 
owned and operated. 

Gen. Dyke was in charge of the re- 
organization not only of radio, but of the 
Japanese press .and motion pictures. 
Japan’s entire educational system ~also 
came under his direction. His program 
for separation of Shinto religion from the 
state received wide publicity. 

He was with MacArthur, whom he af- 
fectionately calls “the old man,” from 
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Australia through to Tokyo. Commis- 
sioned a major in Jan. 1943, Gen. Dyke 
served a few months in the War Depart- 
ment’s Information and Education Sec- 
tion, then shipped to Australia to be- 
come MacArthur’s chief of information 
and education. Few assignments could 
have pleased him more. He had sought 
since the outbreak of war to get into the 
Army. Eight times he was turned down 
on his eyesight. Finally, still hoping for 
the waiver that finally did come, he left 
his post as NBC’s director of sales pro- 
motion and research in March 1942 and 
joined the Office of Facts and Figures. 
Later he became chief of the bureau of 
campaigns in OWI, where he supervised 
planning and execution of all government 
information activities, in conjunction 
with the War Advertising Council. 

When he finally got into uniform and 
shipped overseas, he stayed 33 months. 
When he returned he wore the Dis- 
tinguished Service Medal, the Legion of 
Merit, the Philippine Distinguished Serv- 
ice Star, and starred campaign ribbons. 

This was not Ken Dyke’s first war, 
however. Born in Manhattan and gradu- 
ated from the Ethical Culture School in 
Manhattan in 1916, he was in his fresh- 
man year at the University of Pittsburgh 
when the U. S. entered World War I. 
Dyke, 20 at that time, enlisted and went 
to France as a private in ordnance. He 
saw action in the Argonne and at Ver- 
dun. After the German surrender he 
served in the occupation forces. After 18 
months overseas was mustered out, still 
a private—although he had risen to ser- 
geancy at one point. “A slight matter of 
AWOL” removed his stripes. 

Ken’s first job was in U. S. Rubber’s 
laboratories in New York. “I liked to 
write,” he relates, “and another fellow 
and I got to fooling around with a weekly 
paper for fellow employes. Somebody 
sent it up to the advertising department, 
and they sent for me.” From then until 
1928, Dyke handled mechanical goods 
advertising for the company. Then he 
moved ‘over to the Johns-Manville Cor- 
poration, first as sales promotion man- 
ager, later winning a vice-presidency. In 
1933 he went to Colgate, first in Chicago, 
later in Jersey City, as director of ad- 
vertising, staying three years. 

It was during this tenure that Dyke 


first took a hand in radio advertising and . 


became interested in it. C-P-P even then 
made fairly heavy use of the medium. 

But in 1936, Dyke, who had just fin- 
ished a year as chairman of the board 
of ANA, gave his career a hiatus and 
yielded to a long-suppressed yen to do 
some globe-trotting, especially in the 
Orient. He roamed Japan for three 
months, visited Java, the Philippines and 
China. In China he ran into a friend 
and together they decided to join an ex- 
pedition bent on exploring India. With 
this party Dyke entered Tibet, crossed 
the Khyber Pass, was snowbound for 
days near Mt. Everest. Following these 
forays, he came on around the world to 
Spanish Morocco in time to follow the 
civil warfare in Spain. 

Nearly a year after setting out, Dyke 
returned to the U. S. and went to work 
for NBC as eastern sales manager. He 
moved into the position of sales promo- 
tion and research chief two years later. 

He is a member of Alpha Delta Sigma, 
national advertising fraternity, of which 
he was national president in 1941. He 
also is a member of the Circumnaviga- 
tors’ Club, as a result of his “amateur” 
(the quotes are his own) exploring and 
globe-trotting. 

In prewar days, Ken Dyke occupied an 
NBC office decorated with trophies and 
photographs recalling his vagabonding 
year. Fellow NBCers remember that he 
had a fondness for frosted chocolate 
sodas for breakfast. They remember even 
better that he was a man who didn’t 
place as much importance on methods 
as he did upon getting things done. He 
was also, as one former subordinate put 
it, “a teacher as well:as an employer,” 
liked as well as respected for his ability. 

Today, nearing 50, with iron grey hair, 
Ken Dyke still retains a youthful look 
and brown eyes that twinkle behind his 
spectacles. His office is undecorated save 
for a Samurai sword and a framed photo- 
graph which is autographed, “to Dyke, 
with admiration and regard, Douglas 
MacArthur, Tokyo, 1946.” 

Fresh from a seven-week rest down in 
Bermuda following his release from ac- 
tive duty, Gen. Dyke is squaring away 
for a task which will utilize all the facets 
of his varied experience—to help make 
American broadcasting even more undis- 
putably the best in the world. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


CHANGE IN ENVELOPE CORNER CARD DESIGN 
INDUCES PROSPECT TO OPEN MAIL 


After the prospect has 
received your first follow- 
up letter in response to 
your advertisement, the 
problem is to get him to 
read succeeding letters in 
case he doesn’t order. 

This can be accom- 
plished by using a variety 
of corner cards on your 
outgoing envelopes. 

To use the same corner 
card on all follow-ups, 
identifies your mail and 


frequently invites quick 
disposal of your mail in 
the waste basket un- 
opened. 

One of the most unique 
series of corner cards we 
have seen is used by the 
Sprayberry Academy of 
Radio, Pueblo, Colo. 
There are five distinct 
designs in the series. 

In commenting about this series, Frank 
L. Sprayberry, President, Sprayberry 
Academy of Radio, says: “My feeling on 
the need for a change in envelope corner 
cards is the fact that no single piece of 
literature from us appears the same as 
far as the envelope is concerned. Thus, 
it is bound to arouse the curiosity of our 
prospects to some extent and once that 


is aroused, we feel that we can continue 
to get our prospects to look to see what 
is inside the envelope. After all, that is 
what we are shooting for and so it would 
seem that every little bit helps.” 


Have any of our readers statistics 
showing the effectiveness of different 
corner cards vs. the use of the same 
corner card throughout a _ follow-up 
series? 
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is bursting at its economic seams — an 
eZ, expansion unprecedented in rapidity... 
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will fill your needs for facts on public \ 
opinion and the steadily increasing buy- 
ing power in eight Southeastern States. 
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Meat Packers Set 
for Battle with 
Competitive Foods 


(Continued from Page 1) 


ters, the Stevens Hotel. 

Radio had been seriously con- 
sidered ever since the AMI 
launched its ad program in 1940, 
but it was not until January of 
this year that the Waring show 
actually was signed. From the 
AMI’s standpoint, network radio 
has proved its worth, according 
to R. N. Heath, vice-president of 
the Burnett agency. During recent 
months—of meat shortages, black 
markets and off-again, on-again 
OPA operation—the institute was 
able to change its program an- 
nouncements only a short while 
before programs went on the air. 
It fourrd this flexibility on a na- 
tional scale invaluable, according 


to Mr. Heath. 

The agency executive quoted 
A. C. Nielsen Company figures 
(AMI is a regular subscriber to 
Nielsen service) showing that the 
Waring program reached one of 
every four radio homes in the 
country one or more times during 
a four-week period, and that in 
87% of those homes, people heard 
an average of six meat commer- 
cials. 

The Waring show rates among 
the first five morning weekday 
network programs and boasts a 
favorable position costwise, Mr. 
Heath declared. It ranks third 
among 20 selected quality radio 
programs (excluding cheaply-pro- 
duced soap operas) in the num- 
ber of homes reached per dollar. 
“Screen Guild Players” tops this 
list, with 353 homes per dollar; 
“Request Performance” is second, 
with 289, and the Waring show 
third, with 276. The “Electric 
Hour,” 20th on the list, shows a 
total of 90 homes reached per 
dollar. 

The AMI plans to continue its 


today). The tallest building then in 


had 23 stories (the Empire State has 102). It was 
a presidential election year with “sound money”, 


THIS 1S NEW YORK 


This is the first promotion ad for the New York 
Evening Journal, announcing its initial appearance 
on September 28, 1896. New York was then 
a city of 3,100,000 (now 7,730,000), Columbia 
University had 1,871 students enrolled (15,827 


New York 


gold versus silver controversies. 
Brooklyn Bridge with a horse cost 3c. Victoria was 
Queen of England. Eggs were about 15¢ a 

dozen, butter about 5¢ a pound. Times dane. 
Cities change. Promotion ads change. But the 
New York Journal-American still commands the 
evening field in New York, is New Yorkers’ favorite 
evening newspaper by an overwhelming margin. 
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familiar series of “red back- 
ground” bleed pages in Life and 
The Saturday Evening Post next 
year. These full-color advertise- 
ments also have been running in 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s and Woman’s 
Home Companion, but the insti- 
tute intends to switch back to a 
service-type theme in these 
women’s magazines. 


Cooks Up Waring Stew 


November issues, for instance, 
will invite homemakers to “Try 
this Fred Waring meat stew,” will 
picture the appetizing dish and 
will give the maestro’s own recipe. 
Other ads in the series will offer 
useful helps in preparing and 
serving meats, along with impor- 
tant nutritional facts. 

Newspapers, which have been 
employed extensively since the 
war started, though on an ir- 
regular schedule, will continue to 
be used during the coming year. 
They will carry AMI messages re- 
garding the industry’s position 
and policies as it struggles to solve 
serious supply and_ production 
problems. 

In addition, the program calls 
for continued advertising in home 
economics magazines, more than 
60 national and regional medical 
journals, and trade publications; 
and various printed material for 
home economics teachers. A sep- 
arate publicity program also will 
be pushed. 


Broad Coverage Proved 


Salesmen and retailers will be 
asked to rally behind the industry 
in using a new set of figures dis- 
closed by a Grand Rapids, Mich., 
survey. It covered the area served 
by two food markets in an upper 
income neighborhood, where 99% 
of the homes were found to receive 
AMI messages either through 
magazines, newspapers or the net- 
work radio program; in an area 
where middle income homes are 
located, where another 99% of 
the homes were blanketed; and in 
a lower income section, where 
95% of the homes were reached. 

Legitimate meat packers, “while 
deploring the reimposition of con- 
trols,” realize that effective en- 
forcement is necessary if the in- 
dustry is to operate under present 
rules, James H. McCall, chairman 
of the AMI board, declared. 

“Therefore, it hopes, so long as 
a return to the working of the law 
of supply and demand in a free 
market is delayed, that the en- 
forcement efforts of OPA will be 
successful,” he said. “However, 
past experience and recognition of 
the impracticability of regulating 
our complex industry lead me to 
believe that enforcement efforts 
are doomed to failure.” 


Signs Herbert Marshall 


Frigidaire division of General 
Motors Corporation, Dayton, has 
signed Herbert Marshall for reg- 
ular appearances on its Saturday 
night CBS show, “Hollywood Star 
Time.” Mr. Marshall will select 
each week’s presentation, intro- 
duce its stars and set the scene 
for the play. 
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A well-rounded promotion . . . 


Lp OUT! 


aie Pee fa 


centered on one ad in PUBLIC WORKS NEWS... 


ARELY in the annals of advertising has there been a results 

story in which bridges are offered for sale . . . and the en- 
tire inventory is not only sold out but oversold as the result of 
a single activity with one publication. That was the experience 
of the War Assets Administration when its New York Regional 
Office advertised surplus bridges for sale. 


The ad, 4 columns by 10 inches, appeared in the June 6, 1946 
issue of PUBLIC WORKS NEWS. At the same time, a mail- 
ing of ad reprints to selected public works officials rounded out 
the promotion. Fuller & Smith & Ross advertising agency pre- 
pared the copy, which told of semi-permanent steel bridges at 
WAA warehouses in New York and New Jersey. 


Dominant in the ad was a coupon bidding for direct results. 
There was no question about the WAA being out for business. 
And they got it! 


OVERSOLD WITH ONE INSERTION 


More than 200 coupons were cut out of the ad and mailed to the 
WAA by state and county highway engineers and other top- 
bracket public officials. One state highway commissioner wanted 
the entire lot of bridges to repair a road system. 


Lublic orks NEWS 


The Only Newspaper in the Public Works Field 


eee e@ ®@ 
This ad did the job! 


Original size: 4 cols. x 10” 


sells all surplus steel highway bridges offered by the WAA 


Another prospect, eager for a sympathetic reception, included 
with the coupon a collection of photographs dramatizing the 
washed out condition of dams, creeks and bridges along rural 
roads. 


The WAA stock was sold out! Three insertions in PUBLIC 


WORKS NEWS had been scheduled, but only two appeared, 
the second already on the press when the order came to cancel. 


DO YOU WANT ADVERTISING ACTION? 


You, too, can stimulate quick, direct action through PUBLIC 
WORKS NEWS ... if you have a product or service for sale 
or a message of importance to the public works market. 


PUBLIC WORKS NEWS can deliver the results you want 
because it covers the public works market completely. It is the 
only advertising medium delivering 50,7 11 circulation in its 
field. It reaches all top-bracket public officials who influence 
buying as well as those who do the buying. 


PUBLIC WORKS NEWS is the only newspaper in its field. 
That’s why it gets top priority in the reading time of public 
officials. That’s also why ads with a news appeal are so pro- 
ductive in PUBLIC WORKS NEWS. Is it on your list? 
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‘PEN-ULTIMA(E'—This magazine copy 

spearheads a $1,000,000 drive for the 

new Hamilton Ross Jetflow ball pen. 
M. M. Owen, Inc., is the agency. 


Jetflow, Newest 
Ball Pen, to Get 
$1,000,000 Drive 


Cuicaco— Hamilton Ross, one- 
time lamp company head and 


_ Present head of three companies 


handling promotion of merchan- 
dise for furniture and jewelry re- 
tailers, has jumped squarely into 
the ball pen business with a Jet- 
flow pen that will get $1,000,000 
advertising backing in the next 12 
months. 

M. M. Owen, Inc., New York, 
named to handle the account, has 
disclosed the campaign will in- 
clude full pages in Collier’s, Lib- 
erty, Life, The Saturday Evening 
Post and Time. Full pages are also 
scheduled for gravure sections of 
newspapers, and“the agency re- 
ports it is planning a radio show. 

Initial copy in a two-color SEP 
ad features the slogan, “Your 
write angle is the right angle,” 
by which Hamilton Ross means 
that its point permits a wider 
range of writing angles than other 
pens do. With national distribu- 
tion not yet completed, early ads 
will include a coupon, keyed for 
Mr. Ross’ new Chicago pen manu- 
facturing company, Hamilton Ross 
Jet Flow Corporation. The com- 
pany makes the pens in Minne- 
apolis. 


Once Had Biro Option 


Mr. Ross is head of Hamilton 
Ross Industries, Remington-Morse 
Company and Atlas Reed Corpora- 
tion, all specializing in handling 
all types of promotion for jewelry 
and furniture items. 

Mr. Ross’ associates told AA that 
he was the first to attempt to in- 
troduce ball pens in the U. S. and 
once had an option on the Biro 
pen before Eversharp, Inc., and 
Eberhard Faber acquired rights 
to make and sell the Biro-type ball 
pens. 

The Jetflow, not based on Biro- 
type patents, is made of aluminum, 
is offered in five color combina- 
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FINE ARTS REPRODUCTIONS 
OF DISTINCTION © ee 
FREQUENTLY asm 
CARRY THIS IMPRINT... 


EDWARD STERN & CO., INC. 
: Printers Since 1871 
PHILADELPHIA + NEW YORK + BOSTON 


tions, and has a retractable point. 
It retails for $10 without luxury 
tax. 


Monarch Launches 


Educational Forum 


Monarch Mfg. Company, Mil- 
waukee, maker of outdoor wear, 
has launched an educational pro- 
gram for sales personnel, adver- 
tising and merchandise managers 
and buyers. The presentation con- 
sists of an hour’s talk assisted by 
color slides, actual garments and 
swatches of leather and fabrics. 


The program has been tested in: 


a number of clothing and depart- 
ment stores throughout the East 
and Midwest. Other stores may 
have the service upon application. 


Daily Elects Officers 


Edgar T. Wolfe, president of the 
Ohio State Journal Company, and 
Robert H. Wolfe have been made 
co-publishers of the Columbus 
Dispatch, succeeding the late 


Fe 


Harry P. Wolfe. Preston Wolfe 
has been elected president of the 
Dispatch Printing Company and 
Richard S. Wolfe has been named 
vice-president and treasurer. Ar- 
thur E. Campbell, former secre- 
tary-treasurer, has been appointed 
vice-president and general man- 
ager and continues as secretary. 
E. W. Burwell, circulation man- 
ager, has been elected a member 
of the board of directors. 


To Promote Bond Symbol 


The new peacetime trademark 
of United States savings bonds, 
the Minute Man symbol, rede- 
signed to show his plowshare in 
the foreground, will be introduced 
to the public during the nation- 
wide campaign beginning Nov. 11 
and ending Dec. 7. 


McElroy Rejoins WMT 

R. J. McElroy, recently released 
from the Army, has returned to 
Station WMT as manager of the 
Waterloo, Ia., studios. 


BMB Will Devote 
‘47 to Research, 
Do Survey in ‘48 


New. YorK—The Broadcast 
Measurement Bureau, anxious to 
evaluate thoroughly the findings 
of its pioneering study this year of 
radio station and network audi- 
ences, will forego a second survey 
until 1948 and concentrate next 
year on research and “servicing” 
of the initial listener study. 

The board of directors, meeting 
Sept. 27 as BMB’s staff went about 
mailing out its first audience re- 
ports to 706 member stations (AA, 
Sept. 30), voted unanimously to 
conduct a second nationwide sur- 
vey in March, 1948, and to devote 
1947 to: 

“(1) Evaluation of the 1946 
study, experimental research and 
refinement of techniques; (2) pro- 
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mulgation of the full use of the 
1946 station and network audience 
information by advertisers, adver- 
tising agencies and broadcasters; 
(3) the solicitation of ‘subscrip- 
tions for participation in BMB’s 
activities including the 1948 sur- 
vey, and (4) servicing subscribers 
with respect to the interpretation 
of their reports and correct sta- 
tistical presentation.” 


Set Cost at $1,000,000 


The two-year program for 1947- 
48, it was estimated, will cost ap- 
proximately $1,000,000. BMB is 
“in sound financial condition” and 
will complete its first survey and 
publication of findings well within 
the original $1,230,000 appropri- 
ation, Roger Clipp, general man- 
ager of WFIL, Philadelphia, and 
BMB treasurer, told directors. 

Action of the board in foregoing 
a survey next year “is not to be 
construed as favoring bi-annual 
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Piano moving on a large 
scale, record-breaking record 
sales, virtuoso performances 
pushing instruments. .. made 
The Inquirer exclusive medium 
for Wurlitzer, biggest music 
store in Philadelphia. With prices 
that range from 10c novelties 
up to $6,500 instruments... 
Wurlitzer needs a chorus of 
customers which it once sought in 
several papers... but during the past two 
years has let The Inquirer be its conductor 


... Last year Wurlitzer used 33,000 lines, will 
probably reach 50,000 this year! The score shows that 
The Inquirer hath charms for music lovers, too! 
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Mixing money with months... . for 
solitaires, silverware, graduation watches, 
wedding gifts... Hollander and Fleishman, 
Philadelphia credit store, has to find credit 
customers who make good . . . Now stocking 
radios, home appliances and men’s apparel, 
Hollander and Fleishman features nationally 
advertised products. At the end of a poor 
year in 1940, the store found pay dirt in 
The Inquirer . . . dug deeper in 1942... 
has been digging only in The Inquirer’s 
back yard ever since! If you like to 

do business with people who pay 
regularly, refer to Inquirer 

readers regularly! 
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over annual surveys,” said Chair- 
man J. Harold Ryan, “but simply 
as .recognition of the need for 
thorough assimilation of the work 
already done before undertaking a 
second survey.” 

The BMB directors voted to 
hold their next meeting Oct. 22 in 
Chicago, during the National As- 
sociation of Broadcasters conven- 
tion. 

As station audience reports went 
into the mails, BMB announced 
that reprints of the reports are 
expected to be available within a 
month and each subscriber will re- 
ceive a quantity of these free of 
charge; advertisers, agencies and 
others will be allowed to purchase 
them for whatever stations they 
wish. 


Starts Membership Drive 

Under the chairmanship of E. 
Ross Humphrey, a drive has been 
launched to increase both sus- 
taining and individual member- 


ships in the Chicago Federated 
Advertising Club as preparatory 
toward making Chicago dominant 
in national advertising activity. 
Present membership dues are $50 
for sustaining, or $20 for the first 
individual and $10 for all subse- 
quent individual memberships 
within any one organization. In 
1947 and thereafter, there will be 
only two rates for membership 
dues—sustaining at $50 and in- 
dividual at $25. 


Form Argentine ABC 


An audit bureau of circulations 
in Argentina has been formed, re- 
ports Manuel Mortola of the J. 
Walter Thompson Company, 
Buenos Aires, who is president of 
the Argentine Association of Ad- 
vertising Agencies. 


Jacobs Changes Name 

Jacobs Company, Inc. (Illinois), 
has changed its name to Bozell & 
Jacobs, Inc. (Illinois), and will 
again be the Chicago office of the 
national organization. 


‘Life’ Completes 
Eighth Report 
of Audience Study 


New Yorx—After a three-year 
hiatus, Life this week released its 
eighth report in the Continuing 
Study of Magazine Audiences 
series. In substance, the report 
treated the readership of the three 
largest mass weeklies, Collier’s, 
Life and The Saturday Evening 
Post, as had its predecessors, but 
the methodology employed was 
considerably changed and designed 
to give more detailed information 
at the local level. 

In this study, the survey is based 
on individual surveys of 35 repre- 
sentative U. S. counties, ranging 
in size and buying power from the 
largest to the smallest. The ob- 
ject of the revised method is to 
produce not only regional figures 


on magazine audiences but also 
data for states and local market 
areas. 

The Magazine Audience Group, 
composed of Theodore H. Brown, 
chairman, Archibald M. Crossley 
(Crossley, Inc., did the interview- 
ing), Raymond Franzen, George 
Gallup, Paul F. Lazarsfeld, Elmo 
Roper and Samuel S. Wilke, at- 
tempted to balance interviews in 
each county with the pattern of 
urban and rural population. 


Study Economic Levels 


In general, the pattern of maga- 
zine audiences closely parallels 
that of education and buying 
power. Standards such as tele- 
phone ownership and mechanical 
refrigerator ownership were em- 
ployed to determine economic 
levels, as well as income tax re- 
turns per 100 families and per 
cent employed in white collar jobs. 
These criteria were used rather 
than flat earnings per year, since 
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Native dress for debs and dowagers of the Main Line is 
sportswear—and Peck and Peck... prime apparel source for 

Philadelphia women who put appearance above price. The small 

shop on Chestnut Street started advertising six years ago... liked The 
Inquirer with less than half its linage, but by 1942 proved The Inquirer 
worthy of preferential treatment —21,000 lines last year, more this year! 


J US t like actor. Bean newspapers get typed. Juvenile, heavy, 


_ character, comic... but The Inquirer is a whole casting bureau of leads! Few newspapers play 


so many profit roles singly ... can find customers among high incomes for small sale units or 


in limited markets ...as The Inquirer does, every day and Sunday! 


How should you type The Inquirer? ... Simply as the star medium for 


anything to be advertised in Philadelphia... And The Inquirer’s best references for the role 


come from the retailers of Philadelphia who have proved its versatile productivity, rely more 


on the readership that returns most to them!...give The Inquirer a lead of long standing in 


department store linage, women’s specialty shops, men’s clothing, retail! ...And Media 


Records of past and present performance assures a fine production in the future, too! 


The Philadelphia Angquirer 


NATIONAL REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Detroit, Chicago, Philadelphia 
Keene Fitzpatrick, San Francisco. MEMBER: American Newspaper Advertising Network 
First Three Markets Group + Metropolitan Group Comics + Metropolitan Group Gravure 


buying power varied widely from 
one county to another. 

In this study, the group did not 
use a corrective factor to discount 
boasting or exaggeration. Pre- 
viously, a percentile discount had 
been made to correct the known 
figures by an established percent- 
age of exaggerated replies. In Re- 
port 8, questions were designed to 
eliminate the exaggeration factor. 
For example, magazines shown to 
prospects included Ladies’ Home 
Journal, Cosmopolitan and Read- 
er’s Digest, as well as the three 
weeklies being polled, in an effort 
to give the prospect an opportun- 
ity to channel his boasts in direc- 
tions harmless to the study. A 
person who claims to read one of 
the monthlies need not feel em- 
barassed at failing to read week- 
lies. ; 

Other questions were designed 
to plant caution in the prospect’s 
mind, so that he was wary of be- 
ing confused, and would answer 


-|carefully. For purposes of count- 


ing the audience, a prospect had 
to be certain of having seen the 
issue and having seen one article 
in: it. 

The interviewing for the report 
began in August, 1945, and con- 
tinued until April, 1946. The 62- 
page report breaks down replies 
by sex, income level, age, region 
and states. 

Average circulations of the is- 
sues measured were: Collier’s, 2,- 
600,000; Life, 3,900,000; Saturday 
Evening Post, 3,300,000. The com- 
binations of audiences reached 
were: Collier’s or Life or both, 
26.4% or 28,350,000; Collier’s or 
SEP or both, 18% or 19,400,000; 
Life or SEP, or both, 27.3% or 
29,300,000; and total reading one 
or more of the three magazines, 
31% or 33,300,000. 


Sparks Joins Victoria 
Albert Sparks has been ap- 
pointed service director and ac- 
count executive of Victoria Ad- 
vertising Company, St. Louis. The 
agency, which has moved to larger 
quarters at 216 S. Seventh St., has 
been appointed to handle the ad- 
vertising of Stok-A-Fire Com- 
pany, including both the coal 
stoker and gas-burner divisions. 


Kahn Names Neumann 

Howard L. Neumann, formerly 
sales promotion manager of the 
commercial calendar sales of 
Esquire, Inc., Chicago, has been 
appointed director of mail order 
advertising of Robert Kahn & 
Associates, Chicago. 


Hey Mom—it won’t be long 
before we'll get our copy of 
the big 25th Birthday issue 
of Child Life! Our favorite 
magazine always — and now 
it’s packed with even more 
big features, more pages, 
more interest! 


Yes—and smart advertisers are 
cashing in on this unusual Xmas 
merchandising plan by sending 
copy now. Big new circulation 
—special promotional assistance 
—sparkling new editortal fea- 
tures—new-item publicity—t all 
adds up to a new high value 
for Christmas advertising dol- 
lars! Hurry—to beat the Oct. 
15th deadline, send cepy now. 
And ask about our 
Birthday issue me ng 
tie-ins! 


Child Life | 
brating 25 Years’ Service - 
to the American Family 
8. 42nd. $t., 7... 
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are 


and “Representatives Available,” 
spaces per line; 


The rates for this department are as follows: 
50 cents a line, minimum charge $2. 
light body face 34 per line. 
Thursday noon, 11 days preceding publication date. 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” 


Box numbers add two lines. 


“Positions Wanted,” 


HELP WANTED 


“Representatives Wanted,” 


Figure bold face heads 25 letters and 


Terms cash with order. Forms close 


Display advertisements take card rates. 


POSITIONS WANTED — 


POSITIONS WANTED 
AVAILABLE OCT. 15 
Energetic, resourceful snace sales 
man, 35. Up front on trade paper 
Staff in developing new crassa. 
tions. Better than 10 years well 
balanced agency and media experi- 
ence. Seeks broader opportunity 


with trade, consumer publication o: 
agency. Thoroughly familiar wit} 
building products and allied mar- 
kets. Previous agency backgroun: 
in industrials, beverages, pharma- 
ceuticals. Experienced Eastern ter- 
ritory. 

Box 8499 ADVERTISING AGE 
330 W. 42nd St., New Luk 18, w. 


SPACE BUYER AVAILABLE 
Young woman with 10 years ot 
heavy national experience, handling 
packaged products and mail order— 
from $25,000 to over $1,000,000 
Thorough knowledge of a: thedtu 
and markets. Can double as assist- 
ant to Account Executive. 

Box 8492, ADVERTISING a 
330 W. 42nd St., New York 18, N. 


INDUSTRIAL ADVERTISING MAN 
Bright copy, ideas, production exp 
Booklets, catalogs, direct mail cam- 


paigns. Full time or free lance. 
Box 8495, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 


NEED A GOOD COPY WRITER? 
3 years copy experience; familiar 
with newspaper production. Married 
man, 30. —- to work my way up 


in good agenc 
ADVERTISING AGE 


Box 8491, 
100 E. Ohio St., Chicago th, ra 


PUBLIC RELATIONS 


start sought by Vet, 30, with copy 
and some newspaper experience, 
army public relations. Good back- 


ground. M. A. Columbia 
Box 8493, ADVERTISING Ao” 
330 W. 42nd St., New York 18, N. Y 


ADVERTISING PRODUCTION 
Agency experienced. Available now. 
Box 8439, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
Energetic. Seeks connection with 
reliable agency desiring man of ini- 
— and outstanding qualifica- 
tion 

Box 8494, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR—LAYOUT “MAN 
8 years top-flight experience. Knows 
art buying, type and engraving. 
Chicago only 
Box 8490, * “ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED _ 


ALL TYPES oF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


RETOUCHING ARTIST WANTED 
Good opportunity and salary with 
studio doing only high class work. 
Must be capable of handling photo- 
graphic and mechanical retouching. 
Midwestern city. Permanent posi- 
tion. Write giving qualification, de- 
tails and other helpful information. 
Box 8455, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MALE & FEMALE 
Art-Experienced fashion art direc- 
tor for fast growing advertising 
agency. Imaginative, good taste in 
both art and photography. Idea lay- 
outs but finishes not necessary. 
Splendid opportunity for right _per- 
son. Salary open 

Box 8488, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ARTIST OR ART DIRECTOR 
Experienced in finished art and lay- 
out, excellent ophercunity, give de- 
tails first letter. Reply 

Box 8472, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Designed for the 


Tide Water Associated Oil Company 


by 


Buchanan and Company, Inc., San Francisco 


Lithographed by 


CONTINENTAL 


~ontinenta 


CONTINENTAL 
LITHO. 
corp. 


I 


PLANS AND COPY DIRECTOR 


for successful, rapidly-growing 
4 Agency 
This newly-created position requires 
a man with extensive agency ex- 
perience in complete campaign plan- 
ning and creative copywriting. He 
must have comprehensive knowl- 
edge of all marketing, sales, mer- 
chandising and distribution methods 
for consumer and industrial prod- 
ucts. He must be able to plan com- 
plete advertising and merchandis- 
ing campaigns. He must be 
able to supervise the work of other 
copywriters and personally write 
final copy for major campaigns. His 
experience must include much 
agency copywriting for newspaper, 
magazine, trade journal and direct 
mail campaigns. He must have a 
basic knowledge of effective layouts 
in order to quickly visualize his 
ideas to our Ad-Visualization Di- 
rector with whom he will work in 
close co-ordination. Obviously, this 
is a top-flight job. The opportuni- 
ties are virtually unlimited. This 
agency is already sizable and is 
growing very, very rapidly. Branch 
offices are being established in key 
cities. Here is a once-in-a-lifetime 
opportunity to start in near the 
top in a very important position in 
an already successful, rapidly (but 
soundly) expanding advertising 
agency. The salary is open and your 
future will depend on your own 
ability. At M. R. Kopmeyer Com- 
pany there is no salary limit on 
results. Mail complete qualifica- 
tions, references, recent photograph 
and samples. All applications will 
be kept in strictest confidence. Your 
references will not be checked un- 
til we have your permission to do 
so—aftera personal interview which 
will be arranged if your qualifica- 
tions meet our standards. 
M. R. KOPMEYER COMPANY 
Advertising and Marketing 
10th Floor, Realty Blidg., 
Louisville 3, BY. 


ADVERTISING PRODUCTION MAN 
needed by small Chicago manufac- 
turer with expanding national deal- 


ers. Should have agency experience, 
thorough knowledge of printing 
production, copy and layout. Must 


be able to edit company publica- 
tion, maintain cost records, and 
handle relations with agency for 
placement of national copy. Give in 
first letter personal history, experi- 
ence, present position and salary 
expected. 

Box 8500, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED: Space salesman for Texas 
area by Dallas publisher. Must have 
car. Draw and commission basis. 
Knowledge of aviation helpful. 
Give details first letter; experience, 
previous connections, references. 


Advertising Age, October 7, 1946 


SALES MANAGER 
WANTED 


BASIC QUALIFICATIONS — Ade- 
quate background of training in 
modern sales methods; experience 
handling a Sales Department and 
a widespread Distributor organ- 
ization; experience with marketing 
of units having high unit costs; 
as much aircraft background as 
possible, which may include mili- 
tary experience or private flyin 
experience; unblemished pommel 
reputation. 


BASIC OPPORTUNITY—Chance to 
head either Export or Domestic 
Sales Department of established 
aircraft manufacturer with world- 
wide distribution and unexcelled 
products enjoying highest reputa- 
tion, Salary in low  five-figure 
bracket to start with further in- 
creases to depend on ability and 
erformance. 

Write bavi details in first letter 
if possible. 


Box 6576, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


Walter Lowen 


PLACEMENT AGENCY 
e 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 
Resumes required before registration. 
Moderate placement service fee some- 
times paid or shared by the emptoyer. 
420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 


I want a Product 
To sell in New England 


| am just starting as manufacturers’ sales 
agent. My five (5) salesmen will sell your 
product to over 3,000 drug and dept. 
stores and do a fine selling job for a 
fraction of what it would cost you to 
travel your own men. Already have sev- 
eral clients but need one more. Highest 
references. 


Box 6582, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y 


Box 750, Dallas, Texas. 


BIG BUSINESS, it is, too! Last year’s expenditures totaled 
28 BILLION, and this year probably will be higher. That’s 
a lot of local sales, but that is exactly what makes national 
sales. The total activity of many trading centers is your 
assurance of a bumper crop of golden sales. 


ADVERTISERS alert to the unlimited possibilities for new sales 
in this vast rich market, are using to good advantage the 
peoples’ own media, the Hometown Weekly Newspapers. 
Through these personal columns, you can profitably 
reach Rural America... farms, unincorporated 
villages and small towns under 10,000. 


NAS, representing over 5000 weekly newspapers, will gladly 
assist you in the selection of specific packages of _ 
states, regions or spots. You are relieved of all mechanics 
of newspaper schedules at no extra cost! 


SAN FRANCISCO 
441 Holbrook Bldg. 


NEWSPAPER ADVERTISING SERVICE, INC. 


+ Business Corporation of the National Editorial Association 


CHICAGO 
188 W. Randoloh St. 
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HELP WANTED 


EXP. COPY WRITER for pro- 
gressive Mich. Ave. Adv. Agency— 
Chicago. Exceptional Opp. Must 
have plenty of Voom & Vitality. 

Box 8489, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIl. 

ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidentia] Intermediary. Both to Em- 
ployer and Emplovee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


TOP-FLIGHT EXPERIENCED 
COPYWRITER WANTED 
Leading Southern Agency with na- 
tional reputation for copy excellence 
has opening for writer with ideas, 
imagination, force, and proof of the 
effectiveness of his copy. National 
and regional accounts allow your 
ability full scope. If you can deliver, 
we will see that you are happy to 
stay with us for life. Salary now 
$10.000 plus bonus. Agency principal 
will be in New York this week for 

interviews. Write immediately. 
Box 8501, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 

185 N. Wabash Ave., Chicago | 


REPRESENTATIVES WANTED 
ADVERTISING REPRESENTATIVE 
wanted for weekly aviation news- 
paper with coverage in the South- 
west. For detailed information 
write M. I. Hall, 1997 A 18th St.. 

Lubbock, Texas, 

SPACE REPRESENTATIVES 
Here is the opportunity you. have 
been waiting for. Utterlv new kind 
of advertising medium offers perma- 
nent profitable connection to space 
representatives all sections of Coun- 
try. Not a trade paper, nat a cata- 
log—but something hrand-NEW un- 
der the sun! Experience in indus- 
trial field and good acquaintance 
with agencies and accounts essen- 
tial. Above-average commission 
basis. Write now. Give complete 
information first letter. 

Box 8496, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIL 


MISCELLANEOTS 


PUBLICATIONS WANTED 
Printer wants one or two monthly 
letterpress publications approxi- 
mately 64 pages and cover. Can 
supply paper. Plant location con- 
venient to Chicago. Reply 

Box 8497. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


ADVERTISING AGENCY with offices 
in Toronto and New Yort is inter- 
ested in establishing close working 


/ arrangement with agencies wishing 


representation either in Canada or 


| New York City. 


Box 8498, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


EXCEPTIONAL 
OPPORTUNITY FOR TWO 
SALES REPRESENTATIVES 


One Eastern and one Middle West- 
ern Sales representative are required 
by a large Chicago manufacturer to 
contact advertising agencies, manu- 
facturers, distributing organizations, 
major school systems, and state, city, 
and county departments. For a college 
graduate with some knowledge of 
advertising and merchandising, here 
is a splendid opportunity, on a gen- 
erous salary-plus-bonus arrangement, 
to present an extremely interesting 
product to leading organizations. 
Helpful, but not essential, would be 
familiarity with commercial motion 
pictures, projector equipment, or point- 
of-purchase display. 


Box 6583, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


WRITER WITH 
FOLLOWING 


Woman writer with 10 years farm 
newspaper, radio and public relations 
experience wants job with radio sto- 
tion or agency where knowledge of 
farm families and the farm market 
can be used. Can write straight edi- 
torial copy, publicity, produce and air 
educational-service type scripts, meet 
the public. Well known in the farm 
field. Received more than 110,000 
letters from women in 1945. Please 
write for interview. 


Address Room 2114, 333 N. Michigan 
: Chicago 1, Illinois 


ADVERTISING COPY WRITER 

Advertis ng man with college training and 
at least two years experience tn copy writing 
wanted hy Wisconsin manufacturer of house- 
wares located near Milwaukee. Ideal living 
conditions in city of less than 10.000. This 
man must have a high dezree of creative 
talent. He w'll have an opportunity to work 
on national advertising. direct mail, publicity, 
and other promotional material. He will he 
an assistant to the Acivertixing Manager and 
must he ahle to write effective copy. Appli- 
cants should write fully about educat'on, ex- 
perience, present work, axe and salary ex- 
pected. Those meeting our requirements will 
he granted an interview. Members of our . 


Inquiries will 
strictly confidential. Write 


Box 6584. ADVERTISING AGE 
100 €. Ohio Street, Chicago {!, Illinois 


Coleman Appoints Three 


W. J. Weldon, vice-president 
and general manager of the To- 
ronto division of Coleman Lamp & 
Stove Company, has been ap- 
pointed director of exports. Chas. 
R. Conn, with the parent company 
in Wichita, Kan., for the past 13 
years, has been named sales man- 
ager and at the end of the year 
will take on the additional re- 
sponsibility of general manager. 
Richard B. Spiro, previously the 
company’s representative in Euro- 
pean countries and in South 
Africa, has returned to Toronto as 
export manager. 


Wood to SSC&B 


Luther H. Wood, vice-president 
of Ruthrauff & Ryan, has joined 
Sullivan, Stauffer, Colwell & 
Bayles, New York, as director of 
research, 


Makes Film on Displays 


McCandlish Lithograph Corpo- 
poration, Philadelphia, is readying 
a new motion picture film, “The 
Creation and Production of Ad- 
vertising Displays,” which will 
picture the development of ad- 
vertising displays from the first 
rough sketch stage through final 
designing, lithographing and 
mounting. After the premiere in 
New York, the film will be made 
available for scheduled showings 
to advertising clubs throughout the 
country. 


Eagle-Lion Films 
Appoint Buchanan 
Eagle-Lion Films, New York, 
has appointed Buchanan & Co., 
New York, with Charles M. 


Amory, account executive. The 
company will make ten large 
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budget pictures in the next year, | releases—“Bedelia,” starring Mar- 
and will also release five to ten| garet Lockwood and adapted from 
high bracket pictures of the J.|the novel of Vera Caspery (author 
Arthur Rank enterpfises. of “Laura”’), and “It’s a Joke 

Buchanan has already begun|Son,” starring Kenny Delmar 
work on the first two Eagle-Lion | (Senator Claghorn). 


REAL OPPORTUNITY FOR 
ADVERTISING MANAGER 


Top flight advertising executive is wanted by a leading Chicago 
manufacturer of housewares selling through department stores. 
Must be thoroughly familiar with national advertising, promotion, 
display—capable of managing a growing department. Write fully 
in confidence. 


Box 6587, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 
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Esso Schedules 
Human Interest 
Copy for Fall 


New YorK—Esso Marketers’ an- 
nual fall advertising campaign, de- 
signed to call motorists’ attention 
to the approach of winter and at- 
tendant car needs, will make use 
of a public service theme featured 
by human interest copy in news- 
paper and outdoor advertising, and 
backed up by radio and direct 
mail promotion. 

More than 800 daily and weekly 
newspapers throughout the Esso 
territory (18 states and the Dis- 
trict of Columbia), including for- 


OPTICAL ILLUSION 


oe any P or object you wish to draw 

on drawing paper in rich detail. 
to ne, BK. makes drawing simple trac- 
ing. Useful for o~—" hee scenery, 
copying, guleesio TE Free details. 
Dept. 314, EE ity ENTERPRISES. NO. 
HOLLYWOOD, CALIF. 


eign language and Negro publica- 
tions, will carry two series of 
large advertisements, one stressing 
the character and scope of car 
service available at the Esso deal- 
er’s station, and the other featur- 
ing Atlas tires now available there. 

Copy will be direct and concise. 
For example, one ad, headlined 
“Extra Careful Preparation,” de- 
scribes the special pains of a teen- 
age boy in preparing for an extra- 
special date. This is tied in with 
an Esso reminder to motorists to 
be prepared for winter. 

More than 3,000 outdoor posters 
from Maine to Louisiana will be 
scheduled, and the “Esso Report- 
er,” broadcast over 40 radio sta- 
tions four times daily and twice on 
Sunday, will make special mention 
of the pre-winter drive. The ‘Esso 
Weather Reporter,” carried by 13 
stations, and the “Esso Television 
Reporter,” over WNBT, New York, 
will supplement this. 

In addition to direct mail and 
window displays, a special broad- 
side, “It’s a Windfall for Esso 
Dealers!,” summarizing and de- 


scribing tips for using the various 
components of the campaign most 
effectively, has been mailed to all 
dealers. 

McCann-Erickson handles news- 
paper, outdoor and sales promo- 


tion, and Marschalk & Praii 
dles radio and television. 


han- 


Made a Jacobs Division 


Parts Mfg. Company, Traverse 
City, Mich., wholly-owned sub- 
sidiary of F. L. Jacobs Company, 
Detroit, has been made a division 
of the Jacobs Company. The fol- 
lowing officers of: Parts Mfg. Com- 
pany have been elected to hold 
office in F. L. Jacobs Company: 
A. R. Jacobs, vice-president, and 
W. H. Siffert and E. L. Sherk, as- 
sistant secretary and _ assistant 
treasurer. A. R. Jacobs will also 
remain as general manager of the 
Parts division. 


Allen Joins F&S&R 


George H. Allen, formerly ac- 
count executive with Kudner 
Agency and McCann-Erickson, has 
joined Fuller & Smith & Ross, New 
York, in the same capacity. 


jing, 


House Group Turns 
Tables on FIC, 
Asks Full Data 


Launches Study of 
Agency's Activities; 
Others to Follow 


WASHINGTON—The House small 
business committee teed off a 
study of the effectiveness of the 
FTC with a detailed questionnaire 
last week looking into the com- 
mission’s supervision of price fix- 
price maintenance, basing 
point systems and mergers that 
might involve Robinson-Patman 
Act violations. 

FTC was only the first of the 
federal antitrust agencies that are 
to come under the committee’s eye 
as it probes for a way to halt the 


*A fact, established by an independent survey. 


The Portland building trade is not alone in this regular readership 
of The Journal. This same survey reveals that The Journal is read 
regularly by 9 out of 10 men and women engaged in Portland’s four 
other major distributive businesses, (foods, drugs, automotive supplies 

. and electrical appliances). 


Most important to you is the fact that The Journal is this market’s 
-most potent consumer medium... it reaches more families in the 
Portland Trading Area than any other daily newspaper. They depend 
on The Journal for accurate local reporting, comprehensive national 
and world-wide news, understanding local columnists and top-flight 
national features. Little wonder The Journal is today, as it has been 
for years, Portland’s favorite newspaper, offering advertisers the largest 
peace time circulation in its history... both daily and Sunday! 


Afternoon and Sunday 


PORTLAND, OREGON 


Only Afternoon Newspaper 
1 Oregon’s Only Metropolitan Ma 


Po 
Bo 
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continuing concentration of eco- 
nomic power in U. S. industry. 

In a questionnaire which out- 
does any that FTC ever sent out, 
the committee asks for a complete 
account of all the commission’s do- 
ings over the past 10 years... and 
why, if its enforcement has been 
effective, the trend toward eco- 
nomic concentration has acceler- 
ated and is now more serious than 
ever before. 

The action was the first step in 
a Congressional investigation of 
the effectiveness of the govern- 
ment’s program to combat monop- 
oly. Other agencies, such as the 
Department of Justice, are to pro- 
vide similar information after 
public hearings open Oct. 15. 


‘Policeman of Business’ 


Rep. Estes Kefauver, who heads 
up the investigation, explains that 
for 50 years Congress has recog- 
nized increasing danger of mo- 
nopolistie control of our industries. 

“FTC in particular was created 
to be the policeman of American 
business, charged with seeing that 
all business men would have an 
equal chance of competing freely 
and independently. 

“So we have asked FTC for a 
complete report on its administra- 
tion of fair trade practices and 
antitrust laws coming under its 
responsibility.” 


Complete Data Sought 


Questionnaires which went to 
FTC Chairman William A. Ayres 
asked FTC’s view of “extent and 
present seriousness” of monopo- 
lies and concentration of economic 
power; full details of economic in- 
vestigations which the commission 
has made, a list of all Robinson- 
Patman Act price fixing, price 
maintenance, basing point and 
merger investigations. 

The FTC chairman was asked 
to report the beginning and clos- 
ing date of hearings in each Rob- 
inson-Patman Act case and the re- 
sults. He was asked to estimate 
which of the cases was most im- 
portant from the standpoint of 
actually breaking up monopolies 
and retarding concentrations. 

Several of the questions dealt 
specifically with.the disputed Sec- 
tion 7 of the act, prohibiting pur- 
chase of capital stock of competi- 
tors. This section has been re- 
peatedly evaded through purchase 
of physical assets. ' 

The commission was asked 
whether labor unions which affect 
monopolies should be subject to 
FTC jurisdiction, and whether a 
clearer distinction between FTC 
and Justice Department powers is 
needed. 


Queen Anne Appoints 

Queen Anne Candy Company, 
Hammond, Ind., has appointed 
Judson Horrell of Evans Asso- 
ciates, Chicago advertising agency, 
as its advertising manager. To 
aid its expanded sales force, the 
company will also launch its first 
national advertising campaign and 
will continue its local advertising 
in selected markets. 


Station WJOY Aired 


WJOY, new station in Burling- 
ton, Vt., operated by Vermont 
Broadcasting Corporation, has be- 
gun operation. Alfred E. Spokes is 
manager of the station, with T. R. 
Morrow as advertising manager 
and Val Carter as production 
manager. 


Let's Talk About Photostats 


Potassium Alum — Sodium Sulfite 


The adrolt handling of these potent emulsion 
hardeners prevents emulsion distortion and 
discoloration. Keeps any size print from 
ongend to elephant size perfectly flattened. 

need to mention these added precautien- 
ary measures when you call—they're part of 
our regular service. : 


Royal Photo Service 


RAN.4796 
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Federal Promotes 
New Rectifier Unit 
for Home Radios 


NEWARK — Federal Telephone & 
Radio Corporation this month will 
launch a large-scale sales promo- 
tion campaign in behalf of a new 
miniature “selenium” rectifier, 
hailed as “the latest thing in 
radio,” which replaces the rectifier 
tube in AC-DC home receivers 
and starts a set instantly, elimi- 
nating any “warm up” wait. 

The rectifier will cost a_ set 
owner approximately $1.60 plus 
installation charge, Federal an- 
nounces. It is unbreakable, runs 
cool, delivers greater output volt- 
age, increases sensitivity of a re- 
ceiver and lasts the lifetime of the 
set. , 
Employed for years in electronic 
circuits, selenium rectifiers have 
not been used in home radio re- 
ceivers because of their relatively 
high cost and space requirements, 
the company points out. The new 
miniature type developed by Fed- 
eral, however, not only is inex- 
pensive but is no bigger than a 
penny box of matches. 


Adopted by Set Makers 


Nearly a score of leading set 
manufacturers already have 
adopted the rectifier as a com- 
ponent of their new models, ac- 
cording to Norman E. Wunderlich, 
Federal’s executive sales director. 

The sales promotion push, how- 
ever, is aimed at the consumer 
market potential represented by 
“most of the 25,000,000 home radio 
sets in use up to the first of this 
year” plus “the approximately 6,- 
000,000 sets produced thus far in 
all of which could use 
these rectifiers in place of their 
rectifier tubes. 

The promotion campaign “initi- 
ally will reach approximately 50,- 
000 dealers and radio service men 
throughout the country” through 
a broadside, a tri-color counter 
display, and a booklet explaining 
installation of the rectifier. In ad- 
dition, Federal is running sched- 
ules in jobber, retail and service 
publications covering the radio 
field, and may later schedule copy 
for general consumer publications. 


Ziff Named Chairman 

William B. Ziff, formerly presi- 
dent of Ziff-Davis Publishing 
Company, Chicago, has been 
named publisher and chairman of 
the board. B. G. Davis, formerly 
vice-president and general man- 
ager, has been named president. 
Others included in the executive 
change are George Berner, ad- 
vertising director; H. M. Froelich, 
editorial director; H. J. Morgan- 
roth, production director, and H. G. 
Strong, circulation director. 

The changes are a result of ex- 
panding activities of the com- 
pany, which publishes Flying, 
Popular Photography and Radio 
News as well as a group of sci- 
ence, fiction and mystery maga- 
zines. The company also an- 


nounced the opening of a London 
office, where it will be represented 
by Bernard Babani. 
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Borland Joins Hannah | 


M. C. Borland, former group 
head in the San Francisco office 
of J. Walter Thompson Company, 
has been named vice-president of 
Hannah Advertising Company, 
San Francisco. : 


Ward Appoints McGee 


‘Vernon A. McGee, formerly as- 
sistant chief for administrative 
management of the bureau of the 
budget, United States Government, 
and who, before the war, devel- 


oped personnel programs for in- 
dustrial and commercial firms as 
assistant director of the Texas 
State Employment Service, has 


been appointed personnel .re- 
search director of Montgomery 
Ward & Co., Chicago. 


Name Pacific National 


Pacific National Advertising 
Agency, Portland, has been ap- 
pointed to handle the advertising 
of Valdemar Lidell, importer of 
Swedish copper and glass, using 
magazines; KPFM, Portland’s first 


commercial FM station, and Stur- 
gill-Wright Instrument Company, 
distributor of gauges and precision 
instruments. 


Gets Four New Accounts 


The Cleveland office of Koehl, 
Landis & Landan has been named 
to handle the advertising of Hotel 
Radio Corporation, Detroit; Hotel 
Seneca, Columbus; Hotel Summit, 
Uniontown, Pa., effective immedi- 
ately, and Hotel Nicollet, Minne- 
apolis, effective Jan. 1. 


You get the presents when 


Child Life 


Write today to find out how 
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Vie Magazine of the SOUT 


ANNOUNCES 


DALLAS, TEXAS ~ 


SIZE and 
CIRCULATION 


GUARANTEE 
opective January, 1947 


With the January, 1947, issue, HOL- 
LAND’S, the Magazine of the South, 
reduces its page size from 756 lines or 
1314” to 700 lines or 1214”. Column 


widths remain the same. 


475,000 ANNUAL AVERAGE NET 
PAID is Holland’s new guaranteed (ABC) 
circulation high which becomes official at 
the same time—as do the rate changes 


which were announced September 1, 1946, 


Branch Offices: 52 Vanderbilt Avenue, New York-* 75 East 
Wacker Drive, Chicago * 1895 Monroe Drive, N.E., Atlante. 

West Coast Representotives: Simpson-Reilly, Ltd., Russ Building, 
_ San Francisco, Calif. * Garfleld Building, Los. Angéles, Calif. 
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Ridgeway to Head 
Trade Foundation 
Import Committee 


New York — George L. Ridge- 
Way, economic research director of 
International Business Machines 
Corporation, has been appointed 
chairman of the import committee 
of the World Trade Foundation, 
George H. Thornley, president, 
Aas announced. Until his retire- 
ment 10 years.ago, Mr. Thornley 
was a senior partner of N. W. Ayer 
& Son. 

The import committee includes 
leaders in business, government 
and labor. 

At a recent meeting here, it de- 
cided to undertake the study of 
“what needs to happen all along 
the line to improve the flow of de- 
sirable imports”—on the levels of 
consumer markets here, of im- 
porters, foreign exporters, and 
foreign producers. 

On the consumer level, the com- 
mittee would study, among other 


things, “the flexibility of the de-| 


mand for mass-produced goods or 
for varying qualities of goods now 
produced solely on the luxury 
level, and techniques for making 
the American consumer ‘import 
minded.’” This information would 
then be the basis for action on the 
three other levels. 

Foreign exporters, it was said, 
are “unaware of a number of U. S. 
domestic problems. . . Control of 
weights and quality are (among) 
subjects where knowledge seems 
to be undeveloped... 

“The foreign producer seems 
unaware of our varied markets, 
purchasing power and tastes, as 
well as our advertising and pro- 
motion practices.” 

Dollar ¢redits also will be 
studied, Mr. Thornley said. He 
estimated a “$3 billion ‘gap’” in 
trade balances which will “have 
to be filled by imports.” 


Levyne Agency Moves 


S. A. Levyne Company has 
moved its offices to 343 St. Paul 
Pl., Baltimore 2. 


WORD, KABC Split Prize 
for Show Promotion 


Stations WORD, Spartanburg, 
S. C., and KABC, San Antonio, 
tied as winners of a@ contest spon- 
sored by Kenyon & Eckhardt 
among the 77 ABC stations carry- 
ing Southern Cotton Oil Com- 
pany’s “Try ’n’ Find Me” program 
for the best promotional ideas in 
behalf of the show. The $250 prize 
offered was split between the sta- 
tions. 

“Try ’n’ Find Me,” a geograph- 
ical quiz program heard for’ Wes- 
son oil and Snowdrift shortening, 
will be switched to a new time 
period Oct. 7. Aired Mondays 
through Fridays at 4:15-4:30 p.m. 
in the past, the show will be heard 
hereafter from 3:30-3:45 p.m. ~ 


To Open Subsidiary 
Fairchild Camera & Instrument 
Corporation, Jamaica, N. Y., will 
expand its activities by opening 
a wholly-owned subsidiary manu- 
facturing company in Burlington, 
Vt. The new organization, to be 
known as Fairchild Industries, 
will manufacture low-priced items. 
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Another agency to buy a plane is Philadelphia’s Clements Com- 
pany, which David S. Roberts, a.e. of the agency, will pilot. Mr. 
Roberts flew a B-29 in the Pacific. theater during the war. . . Wil- 
liam W. Coleman, chairman of Bucyrus-Erie Company, will get the 
1946 Cosmopolitan Club award ‘for distinguished community serv- 
ice in Milwaukee, at an Oct. 23 dinner meeting. . . 

One of the first things Charles W. Myers did after selling his 
Portland, Ore., radio station KOIN to Marshall Field was to buy 
the 75-foot Chula Mia, largest yacht built on the Pacific Coast 
since the war... A. E. Aveyard, N. Y. agency head, has bought 
the Washington, Conn., home of Edward Robinson, treasurer of the 
Rockefeller Foundation. . . Herman W. Steinkraus, president of 
Bridgeport Brass Company, has been named chmn. of the YMCA 
national committee on industrial services. . . 

Donna Tolliver of the WIND sales department in Chicago be- 
came Mrs. Leonard R. Raeney Sept. 14. She will return to the 
station after a honeymoon in Wisconsin. . . 

Seventeen-year-old Ed Graham Jr., son of a McCann-Erickson 
vice-president, is selling light verse, short humorous articles, gags 
and limericks to a half-dozen magazines, including The Saturday 
Evening Post, Collier’s, and American Legion. His first sale (to 
the Post for $50) was a freshman theme rejected at Dartmouth... 


REWARDED FOR WAR EFFORT—Secretary of the Treasury John W. Snyder, 

representing the President, presents the civilian Medal for Merit to Ted R. 

Gamble, wartime director of the war finance division of the Treasury Depart- 
ment. At the right is Fred M. Vinson, Chief Justice of the Supreme Court. 


A welcome home party was given for Eddie Bracken and his Tex- 
aco radio show by Fred Jordan, exec. v.p. of Buchanan & Co., at 
the Beverly Hills Club recently. . . 

Bob Leach and Gordon Agur, account exec and artist, respec- 
tively, of Foster & Kteiser, San Francisco, recently found them- 
selves in the middle of an international incident. Seems their post- 
ers, scattered all over the Golden Gate city, advertising the Three 
Little Swiss restaurant, pictured three smiling little characters in 
Austrian costumes. The slip was noticed by Swiss Vice Consul 
Werner Jost, who according to the red-faced admen, was “very 
unhappy” about it... 

Amy Armstrong Lang, daughter of Chester H. Lang, v.p. of Gen- 
eral Electric, was married in Schenectady a couple of weeks ago 
to Lyman Gillette Potter, a senior at Hartford Theological Sem- 
inary. . . Judith Waller, public service director of NBC’s central 
division, will receive the honorary degree of doctor of letters, to be 
awarded by MacMurray College, Jacksonville, Ill., during the in- 
stitution’s centennial celebration. The presentation will be made in 
recognition of Miss Waller’s “outstanding achievements in the edu- 
cational phases of radio.” ... 

Employes of the Toledo Blade were guests at a dinner held Sept. 
23 in honor of 137 of their associates who are returned veterans, 
including William Block, co-publisher, recently returned to civilian 
life after five years of Army service. . 


David Moore, a member of the WBBM-CBS publicity dept. in 


Chicago, is boasting about his new daughter, Pamela, born Sept. 
20... Russell Winnie, mgr. of WTMJ, the Milwaukee Journal sta- 
tion, began his 18th consecutive year this fall broadcasting play-by- 
play Green Bay Packer football games for the same sponsor—Wad- 
hams Oil Company... 


Triangle Publications’ president, Kenneth L, Friede, has, been ap- . 


pointed chairman of the magazine division of the ’46 fund appeal 
of the Sister Elizabeth Kenny Foundation. .. And another fund 
raiser is Robert O. Reynolds, KMPC v.p. and gen’l mgr., who has 
been made chairman of the radio div. of the Los Angeles Com- 
munity Chest... 

Parker James, Standard Outdoor Advertising exec, has an article 
on chewing gum entitled “Bubble Trouble” in the October Reader’s 
Digest... Alf “Ace” Ebbesen and Henry Morris, ad and sales mgr., 
respectively, of William Jameson & Co. (Gallagher & Burton’s 
whisky), are sporting specially engraved, Tiffany 14-carat gold key 
chains. They were among 15 sales officials honored by the company, 
for five or more years’ service, with a banquet at the Shoreham in 
Washington last month... 

According to a Chicago society column, Will C. Grant, head of 
Grant Advertising, had to wear “somber black tails” at the formal 
hunt dinner he gave at his Winnetka, IIl., home Sept. 28, the night 
before the Longmeadow hunter trials. This situation is going to be 
remedied, though, the writer assured her followers, because Mr. 
Grant will “pick up a formal scarlet coat” when he makes a flying 
business trip to England in the near future. . . 

Carl Royker has resigned as ad mgr. of Hill-Behan Lumber Com- 
pany, operator of seven lumber stores in the St. Louis area, to be- 
come editor of a military publication published on a combined 
civilian-military basis for the Third Army headquarters in Texas... 
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First Hotpoint 
Kitchen Packages 
Go fo 1,000 Vets 


(Picture on Page 85) 

Cuicaco—Edison General Elec- 
tric Appliance Company, which 
has been promoting its Hotpoint 
“kitchen packages” since the war 
years, recently sold its first 1,000 
of these in a special test of de- 
mand for the electric appliances. 

Edison offered the kitchen units 
—consisting of electric range, sink, 
refrigerator and five base and wall 
cabinets—to veterans having pri- 
orities for new homes in cities 
throughout the nation. The equip- 
ment was allocated through the 
each 
of whom agreed to advertise the 
offer to help “break the stalemate 
surrounding appliance procure- 
ment for war veteran housing.” 
The buyers also agreed to display 
the kitchens to the public for 30 
days. 

By offering optional Hotpoint 
appliances, including garbage dis- 
posals, dishwashers, washing ma- 
chines, freezers, etc., the company 
obtained data indicating demand 
by new home owners for each of 
its major appliances. 


One Third Order Dishwasher 


The average price paid by the 
veterans for the Hotpoint appli- 
ances ordered was about $1,000, 
Ward R. Schafer, vice-president 
in charge of sales, revealed. 
Equipment in the basic kitchen 
package retails at about $500. 
Various kitchens were offered, 
based on different designs de- 


veloped by the company’s kitchen t 


planning department, by veterans 
themselves and by others. 

More than 75% of the first 900 
buyers ordered optional equip- 
ment, with 310 ordering the $300 
dishwasher and 273 ordering the 
$100 Disposall. The Hotpoint home 
freezer was bought by 143, water 
heaters by 373, washers by 471 
and ironers by 245. 

Purchases of the appliances 


CLIP AD TO LETTER-HEAD 
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were for new homes ranging in 
total cost from $5,000 to $40,000, 
and averaging $9,100. Company 
officials here interpreted the ord- 
ers as indicating new homes own; 
ers want not only basic appliances 
but all the appliances they can get 
“scientifically planned into the 
home.” 


WOL Places Ads 


WOL, the Cowles-Mutual station 
in Washington, D. C., is placing 


copy in all Washington papers as 
well as papers in outlying areas 
not reached heretofore by WOL, to 
herald the fact that “The Voice of 
Washington Is Five Times Strong- 
er.” Car cards, movie trailers and 
outdoor posters also are being 
used. WOL boosted its fulltime 
—- from 1,000 to 5,000 watts 
c 


Rejoins Roy Durstine 
Philip R. Goyert has returned to 

the Cincinnati office of Roy S. 

Durstine, Inc., as art director, a 


position he held for three years) 


except for a period when he 
worked in a similar capacity for 
a Canton, O., agency. 


Sponsors Football Games 
Atlantic Refining Company, 
Philadelphia, will sponsor the 
major New England football games 
this fall on the Yankee Network 
with additional local coverage by 
Yankee outlets in Boston, Provi- 
dence and Worcester of hometown 
rivalries which outweigh in local 
interest the sectional games. 


Promotes Schott to V.P. 


Ferdinand J. Schott, advertising 
and sales manager of Fashion 
Frocks, Inc., Cincinnati, has been 
appointed vice-president in charge 
of sales. 


Elects Weisman 


Frederick R. Weisman, vice- 
president of Hunt Foods, Inc., Los 
Angeles, has been elected presi- 
dent, succeeding M. E. Wangen- 
heim, who becomes chairman of 
the executive committee. 


Write for 
“This is Toledo”’ 
booklet 
and 
new Toledo 
market map. 


his cs \Oledo 


home of the Cckfin stamping Company 
makers of Quality Stampings for Every Purpose 


Through more than a third of a 
century, Acklin’s engineering de- 
partment has developed many 
stampings and stamping assemblies 
for a wide range of particular needs. 
Experienced engineers, skilled 
workers, and modern equipment 
for die making set the stage for 
high precision and uniformity in 
production of stampings. 
the Swiss mill, used with watch- 


From 
roof, 


Zz yeaee Sie 


like precision for hair-splitting ac- 
curacy, to giant presses up to 1000- 
ton capacity and 10-ton cranes, 
Acklin facilities and organization 
are ready to handle large produc- 
tion stamping assignments of every 
type. Straight-line handling of pro- 
duction jobs is made possible by 
Acklin’s 115,000 square feet of 
floor space on one floor, under one 


When you think of Toledo, think of many fine companies like Acklin, 
prospering through the combined efforts of able management, creative 
engineering and skilled artisans. Think, too, of the whole Toledo trading 
area with its prosperous cities and towns and its rich farms... for 

in terms of markets this, too, is Toledo. 
city itself, by one paper, The Toledo Blade. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
MEMBER OF THE AMERICAN NEWSPAPER ADVERTISING NETWORK 


.. fully covered, like the 
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Radio Magazine Expands 

Radio Market Guide, Chicago, 
has increased its capitalization 
from $25,000 to $125,000 and a 
part interest in the magazine has 
been acquired by Drexel Invest- 
ment Company, Chicago. A. L. 
McDougal of Drexel Investment 
Company has been elected vice- 
president of the magazine and 
made a member of the board of 
directors. The general offices of 
the publication have been moved 
to 29 E. Hubbard St. 


Opens New York Office 


Newspaper Advertising Service, 
Inc., Chicago, representing more 


than 5,000 weekly hometown 
newspapers throughout the coun- 
try, opened an office in the Grand 
Central Terminal building, New 
York, Oct. 1. Don Eck, NAS 
treasurer, is general manager, 
with Joseph Healy and Carl Lein- 
inger, sales representatives. 


Buys Paper Mill Stock 

Milwaukee Journal has pur- 
chased a minority interest in the 
Peavey Paper Mills, Ladysmith, 
Wis. As soon as equipment 
changes can be made, the Peavey 
company will manufacture news- 
print for the Journal as well as 
continue its production of toilet 
tissues. 


group of the 
Michigan League 


FOR 
EVERY 


A MUST 


Population of 666,860. 


ONE. order— 
NE check— 


to place your advertising in all the 
20 Home Read, Home Town evening 
newspapers of the Lower Peninsular 


You cannot cover the high purchasing power of 
Michigan without the Michigan League group 
with a combined City Zone and Trading Area 


For full information on your opportunities 
in the Michigan Non-Metropolitan market, 
contact 


of Home Dailies 


MICHIGAN LIST 


Scheerer & Co. 


35 E. Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 


Building 
SUPPLY NEWS 


SOS 3 


D BUILDING MATERIAL DEALERS 


— *# IN CIRCULATION  — 
* IN ADVERTISING VOLUM 


BUILDING SUPPLY NEW 


59 E. VAN BUREN ST 
CHICAGO 5 


Opens Campaign 


for Trupak Juices 


San FrRancisco—To boost its 
new method of packing which 
gives citrus juice a “fresh- 
squeezed” flavor, Haas Brothers, 
San Francisco distributor of Tru- 
pak foods, is pushing its heaviest 
campaign in recent years for Tru- 
pak citrus fruit juices. 
Featuring Trupak orange, grape- 
fruit and blended orange, the 
campaign includes color and 
black-and-white ads of 5,000 lines 
in leading newspapers in eight 
western metropolitan markets. The 
campaign also includes outdoor 
posters in more than 150 cities 
and towns in northern California, 
Oregon and Nevada. Another 
poster display is scheduled for 
December. 

Also included in the campaign is 
a two-color, two-thirds page ad 


schedule in Sunset Magazine, to 
continue during the remainder of 
1946. 

Leon Livingston Advertising 
Agency, San Francisco, handles 
the account. 


Sponsor Mystery Show 
Hastings Mfg. Company and 
Casite Corporation, both in Has- 
tings, Mich., have signed for a 
joint sponsorship of a new half- 
hour mystery show, “Adventures 
of Michael Shayne,” to be heard 
Tuesdays, 8-8:30 p.m., EST, except 
on the West Coast, where it is 
rebroadcast on Wednesdays, 7-7: 30 
p.m., PST, over MBS’s full net- 
work, starting Oct. 22. Keeling & 
Co., Indianapolis, is the agency. 


Four Name L. A. Agency 


Ross, Gardner & White, with 
new offices at 2859 W. 7th St., Los 
Angeles 5, has been appointed to 
handle the advertising of the 
Sally Shops, retail chain through- 
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out southern California, using local 
newspapers and direct mail; 
Barker & Co., custom tailored 
clothes, using radio, newspapers 
and direct mail; Hollostone Com- 
pany, maker of concrete building 
blocks, using newspapers, maga- 
zines and direct mail, and Am- 
bassador Products, manufacturer 
and distributor of health food sup- 
plements, using business papers 
and magazines. 


Allows Liquor Ads 


Attorney General Grover Sellers, 
Austin, Tex., has ruled that a 
newspaper in a dry county may 
tarry liquor advertisements, but 
outdoor advertising of alcoholic 
beverages in a county where the) 
may not be legally sold is against 
the law. 


Perfex Names Wilson | 


H. Russell Wilson has been ap- 
pointed sales manager of the 
radiator division of Perfex Cor- 
poration, Milwaukee. 


4 A GOLDEN ANNIVERSARY... 


74 Golden Opportunity 
for rt Golden Deed! 


Dear Friends: 


ity. 
GREAT CRIPPLER. 


are not alone. 


Industry Division. 


sonal consideration of health. 


460 W. 341m ST... NEW YORK 


I rejoice in my 400d health upon the occasion of my golden anniver- 
sary in the Lithographic Industry; 1 note the strange contradiction between the care 
whith men give to machines and that which they ,ive te the more and immediate per- 
When mechanical devices break down, skilled machin- 
ists are able to take them apart, make new replacements and give them the care which 
will prevent repetition of the trouble. 


But the same concern has not bern given to the health needs ef human- 
This neglect appears all the more striking when we note how many of our friends, 
associates and co-workers have been afflicted with a disease such as Arthritis, THE 


Arthritis affects more workers than even injuries from accidents. 
Hundreds of thousands of men and wowen are rendered unemployable the year “round, 
Seven million Americans suffer without real hope of oure, because the causes and 
treatment of this disease remain unknown. 


Yet, if this were the mechanical breakdown of a machine, wo would make 
it our business to find the cause and the methed of prevention. 
less our business to méet the challenge of this disease which has within its eruel 
grip more people than cancer, tuberculosis, diabetes and heart disease combined. 


In underteking this najor itcm of business, we are fortunate that we 
The National Arthritis Kesearch Foundation was formed by some vf’ our 
country's leaders for the purpose of ooncentrating America's genius in determining 
the causes, treatment and prevention of Arthritis and related rheumatic conditions; 
so I have felt privileged to accept the National Chairmanship of its Lithographie 

The Foundation brings new hope to suffering millions that at last 
they can be helped from out of the shadow of these painful diseases. 


The $2,500,000 necessary to help the Foundation project this vital 
servioe of lifting the dread shadow of Arthritis is little compared with the tragic 
toll in lost income, continuing medical expense, and in- human suffering. 

Remember, the spirit of living is the spirit of giving. 


I invite you to join me on thie GOLDEN ANNIVERSARY in the GOLDEN DEED 
to help suffering mankind by your generous support of the NATIONAL ARTHRITIS RESEARCH 


BRvant 9-0220 


PAUL R. COOKE 
Vice-President 


It is certainly no 


460 West 34th Street, New York, N. Y. 


SEARCH FOUNDATION in its 
Great Crippler. I therefore 


G9. cccccce 


(Make checks payable to 


I want to be part of your Golden Anniversary by 
Golden Deed of supporting the ~yi-y e vf 
rea agai Arthri The 

ose (pledge) my contribution of ADDRESS ... 
(Contributions to the Naflonal Arthritis Research Foundation 


Nattonat Arthritis Research Foundation.) may be deducted from State and Federal Income Tex) 


FOUNDATION. 
Cordially yours, at 
ot Peeeesate#s®F AND 1Tts COGNATE ART 8 
MR. JOSEPH H. TOOKER 
Tooker Lithograph Co., Inc. SERIE 0.64 8ite05 00 bsccesiwinssdbvsasiasineeseia see 
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Floormat Search 


Results in New 
‘Rubber’ Store 


SoutH BEnNp, Inv. — Like a lot 
of other husbands, 37-year Abe 
Zoss used to sprinkle water liber- 
ally on the kitchen floor while he 
dried dishes. But his spattering 
resulted in the introduction ten 
months later of such: an unusual 
store that South Benders are 
trooping in growing numbers. 
gives Abe 
very little time for drying dishes. 

Abe Zoss and his wife, Mildred, 
launched the Rubber Shop, Inc., 
because ten months earlier Abe 
was unable to find a rubber mat 
to protect the Zoss kitchen floor. 
Starting out with not much more 
than a prayer, Mr. and Mrs. Zoss 
interested some others in financ- 
ing the shop. Then they tackled 
manufacturers. 


Everything in Rubber 


Stocked by such firms as U. S. 
Rubber Company, Wooster Rubber 
Company, A. J. Reach, Wright & 
Ditson and others, the Rubber 
Shop boasts that more than 75% 
of its items are made almost com- 
pletely of rubber. The remainder 
are closely allied articles. They 
include such items as rubber-like 
plastic shower curtains, table 
cloths, ete. : 

Only goods of a medical or per- 
sonal nature are displayed behind 
glass. The rest are out on shelves 
where they may be seen and han- 
dled. The variety is so extensive 
that Mr. Zoss estimates that he is 
able to fulfill about nine out of 
ten requests. His inventory in- 
cludes bathtub mats, rubber goods, 
floor mats, rubber footwear, foot- 
balls, camp mattresses, tennis 
balls, beach balls, sweatshirts, 
raincoats, shoe soles, hunting 
shoes, tubing, rubber goggles, 
water hose, faucet washers, hot 
water bottles, crutch tips, seat 
cushions, and matting. 


Sales Hit Peak 

When the shop opened Sept. 18 
after insertion of a full page ad 
in the previous day’s paper, Mr. 
and Mrs. Zoss were prepared to 
give 2,000 roses to women who 
entered the shop and free balloons 
to children. There was also to be 
a man stationed near the door 
with a counter who would keep 
track of how many came in. 

At 9:30, the man at the door 
had given up in desperation, the 
roses were going like hot cakes 
and the balloons were flowing out 
by the hundreds. 

Consumer acceptance in less 
than two weeks has reached such 
a point that even truck drivers 
who arrive to deliver merchandise, 
manage to get in a little shopping 
on the side. Salesmen who come 
to sell stay to buy. 

The shop’s advertising now is 
confined to two to four ads weekly 
in local newspapers plus spot an- 
nouncements on two local radio 
stations. What the aggregate ad- 
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AL-TIMES 


RACINE, WISCOMSen 
HE ALLER KLAPP CO. oo REPRESENTATIVES 


vertising and promotional ex- 
penditures will be, Mr. Zoss is 
afraid to guess. 

“We'll expand but where or 
when I don’t know,” he told AA. 
But the new “rubber goods store” 
classification seems to be here to 
stay. 


EAA Names Reeder 


Allen G. Reeder, advertising di- 
rector of Carstairs Bros. Distilling 
Company, New York, and chair- 
man of the research committee of 


Export Advertising Association, 
has been elected a director of the 
association. Mr. Reeder was elected 
to serve the unexpired term of 
John L. Newkirk, head of the ex- 
porting company of the same 
name, who resigned. 


Ads Honor 50th Year 


In honor of its 50th anniversary, 
Frank Tea & Spice Company, Cin- 
cinnati, manufacturer of Frank’s 
Jumbo brand peanut butter and 
other food products, has launched 
the biggest newspaper campaign 


gen We oe 


ae 
Pe 


in its history. Keelor & Stites 
Company, Cincinnati, handles the 
account. 


Starts New House Organ 

Caterpillar Tractor Company, 
Peoria, Ill. has issued a new 
monthly house organ, “Caterpillar 
Dealer,” replacing “Caterpillar 
News,” a similar publication pub- 
lished prior to the war. 


DuPont Names Sly 


John E. Sly has resigned as as- 
sistant director of the information 


service of Southern States Cooper- 
ative, Richmond, Va., to join the 
agricultural promotion division of 
E. I. DuPont de Nemours, Wil- 
mington, Del. 


WE DO IT ALL 


A Complete Mailing Service 
* Inserting * Sorting 
* Labeling * Metering Teh WEB 


* Sealing * Tying 
Fast-—Certain—Safe—Low Cost 


Complete job or any part 8 


CAPITOL MAILERS 
552 W. Harrison St., Chicago 7 


ABP) 2 


AUTOMOTIVE SALES 
and SERVICE are UP 
in the SAJ MARKET! 


Over 30% of the total national automotive sales and 
service volume is done in the 19 Southern and South- 
western states blanketed by SOUTHERN AUTOMOTIVE 
JOURNAL. It’s a treméndous market—over two billion 
dollars a year. In 1945, over 9 million motor vehicles 
were registered . . . over 30% of the national total—and 
it’s increasing every year. 


SAJ COVERAGE UP 10% 


SAJ grows with the market. Its circulation .. . up 10% 
over 1945 .. . blankets the area with 20,589 copies, ABC 
—reaching practically all jobbers and distributors, and 
the large majority of car dealers, garages and service 
stations in small towns as well as large cities. 


SAJ ADVERTISING UP 28% 


Many of the nation’s leading advertisers are using 
SAJ’s pages to complete their national coverage. SAJ 
advertising increased to 631 pages, first half of this year, 
against 495 pages last year—a 28% gain. Include SAJ 
on your schedule—no other automotive publication or 
combination will give you SAJ’s blanket coverage of the 
19 Southern and Southwestern states—one-third of your 
national market. 


Make reservations now! 


PUBLICATIONS 


COTTON 
SOUTHERN POWER & INDUSTRY 
SOUTHERN HARDWARE 


ELECTRICAL SOUTH 


Wo SAJ- A MEMBER OF THE ASSOCIATED BUSINESS PAPERS 
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Starts Shave Cream Drive 


John T. Stanley Company has 
launched a campaign for Stanley 
castile lather shave cream and 
brushless shave cream, using 
sports pages of all New York 
newspapers and spot radio an- 
nouncements. Kelly, Nason, New 
York, is the agency. 


Appoints Nyborg 

Victor H. Nyborg has resigned 
as president and general manager 
of the Cincinnati Better Business 


Bureau to become the first full- 
time executive head of the Na- 
tional Association of Better Busi- 
ness Bureaus. He will make his 
headquarters in New York, ef- 
fective Oct. 15. 


Weekly Names Janis 


Chelle Janis, publisher of Op- 
portunities on Parade, San Fran- 
cisco bi-monthly, has been ap- 
pointed West Coast representative 
of Textile Bulletin, weekly pub- 
lished in London, England. 
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387 Brands 


... and how they stand! 
Nisseepninsinninsiiiieiiads 


interested. 


The EAGLE-TRIBUNE presents: 


The 8th Annual Survey of Retail Distribution 
of Grocery Store Products in the Lawrence Market 


Prepared by New England Newspapers Advertising Bureau 


Product distribution is closely linked to advertising results. One 
sure reason why you will want this data showing the distribution 
of 387 leading grocery products in chain and independent stores 
of Lawrence. If your product is in the grocery field, you'll be 


For Lawrence Survey write to: 


EAGLE-TRIBUNE, LAWRENCE, MASS. 
(The only newspaper devoted exclusively to 
the Lawrence market) Or to Ward-Griffith Co., 
National Representatives. 


‘the EAGLE-TRIBU 


LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 


WWL 


New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


Folks turn first to— 


*DURANTE-MOORE. SHOW” 
FRIDAYS 8:30 PM. 
REXALL DRUG STORES 


NEW ORLEANS wil 


DEPARTMENT OF LOYOLA UNIVERS(1 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


Ooms Sees Close 
FTC Cooperation 
on Trademark Act 


ATLANTIC City— The Lanham 
Act, which goes into effect July 5, 
1947, provides that the Federal 
Trade Commission may institute 
trademark cancellation proceed- 
ings in the Patent Office, Casper 
W. Ooms, commissioner of patents, 
told the Association of National 
Advertisers here last week. 

“This is an innovation in the 
law,” Mr. Ooms said. He be- 
lieved, however, that “the oppor- 
tunities for invoking” it would be 
“few and infrequent,’ and that 
‘we shall work out with the FTC 
a procedure which will fully carry 
out the spirit of this provision of 
the law.” 

A principal problem at which 
the Lanham Act is directed, Mr. 
Ooms pointed out, is that of “pro- 
tecting concurrent users of the 


* 


same mark. . . Instead of leaving 
this determination to a protracted 
law suit, the statute has entrusted 
it to the patent office and has pro- 
vided for hearings at which the 
respective claimants can present 
the facts.” 


Would Prevent Pirating 


The law would protect the 
trademark holder against “a pi- 
rate who may come in late with 


jthe deliberate intention of finding 


some area in which the user of 
the mark has not penetrated... 

“The provision for acquiring in- 
contestability after five years of 
undisputed use is probably the 
most prominent single factor of 
the new law. It will, in effect, 
place a trademark in an impreg- 
nable position after five years of 
its use without contest.” 

One feature of the act provides 
for registration of service marks 
upon a separate register. Ordi- 
narily applying to such business 
services as hotels and laundries, 
the definition of the term in the 
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statute is so broad “that it ap- 
parently includes the identifying 
devices of radio commentators, ac- 
tors, advertising’ writers” and 
others. 


Sonotone Promotes Letts 

Arthur M. Letts, vice-president 
in charge of foreign sales, has been 
appointed assistant general man- 
ager of Sonotone Corporation, 
Elmsford, N. Y., hearing aid man- 
ufacturer. In addition to his pres- 
ent duties, he will assist in ex- 
pediting and coordinating home 
office and field operations. Mr. 
Letts joined Sonotone in 1943 after 
service with the Army Signal 
Corps, and formerly had been for 
20 years with General Motors Cor- 
poration, his last post being direc- 
tor of sales research of the Chev- 
rolet division in Detroit. 


Plans New Canada Plant 

Standard Brands Ltd. will start 
immediately the construction of a 
$500,000 plant in Chatham, Ont. 
The one-story building is expected 
to be completed in time to handle 
the 1947 tomato run. 


sé 


f all would speak as kindly of 
the living as in epitaphs they do of the dead, slander and 


theless shows definite promise of soon again he- 
coming what it was in pre-war days. * For years 
Partridge & Anderson Company has put in practice 
the phrase “Plate and Mat Service to Advertisers.” 
Always a respecter of deadlines, this entire organ- 


ization is geared to one important objective: to 


censorious gossip would soon be strangers in the world.’’ 


—PLATO 


Service, as applied to general business was a 
missing term during the war years. Now in the 


process of recovery and still “wobbly,” it never- 


render the service requested, but only when it is 
consistent with quality. * We would like the oppor- 


tunity to discuss our plate and mat service with you. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS * MATRICE MAKERS » STEREOTYPERS 
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WIN AWARD —This trio has been 
awarded a $1,000 bond, top prize in a 
national competition sponsored by As- 


sociated Distributors, Inc., for Chen 
Yu nail polish, for a page ad which the 
Davison-Paxon department store ran in 
the Atlanta Constitution. Left to right 
are Mrs. Charles H. Williams, the 
store's advertising manager; Elizabeth 
Pragst, art director, and Mrs. Peggy 
Hille, fashion artist. 


Electrification 
Job on Farms Half 
Done, REA Says 


WASHINGTON — Though private 
and government organizations 
have made spectacular progress 
during the past 11 years toward 
bringing central station electric 
power to the farms, the job is only 
half finished, according to the 
latest estimates of the Rural Elec- 
trification Administration. 

Since REA was created 11 years 
ago, service has been extended to 
2,300,000 additional farm homes. 
REA believes that there are 2,- 
769,955 farm homes which still 
do not have central station power. 

Percentagewise, progress is even 
more spectacular, however. In 
1935, only 10.9% of the nation’s 
farm homes were served from 
electric lines. With private com- 
panies and REA cooperatives each 
doing about half the expansion, 
services now reach 52.9% of the 
nation’s farms. 

Texas Gets Largest Share 

In offering $125,000,000 in 
loans for continuation of the work 
in 1947, REA pointed out that 
there are at least as many non- 
farm rural homes, churches, 
schools and other establishments 
still to be served as there are farm 
homes. 

Since the government funds are 
divided according to the size of 
the jobs to be done in each state, 
the largest share, $10,036,895, will 
be available to Texas, which still 
must provide service to 222,414 
farms, 56.9% of its total. 

Other states with large numbers 
of farms still without electricity 
are: Mississippi, 198,228 (75.2%); 
Tennessee, 164,366 (69.7%); Ken- 
tucky, 162,157 (67.9%); North 
Carolina, 161,441 (56.2%); Ala- 
bama, 150,036 (65.9%); Missouri, 
149,626 (61.5%); Arkansas, 137,- 
976 (69.2%); Georgia, 132,905 
(58.3%); Oklahoma, 119,036 
(71%); Virginia, 100,699 (58.1%). 

North and South Dakota have 
made the least progress, percent- 


xt New Wediam 


HUV. TAPE 


PRINTED PRESSURE 
SENSITIVE LABEL TAPE 


FOR POINT OF SALE 
Used by Manufacturers 
of Anything That Sells 
Through Retail Outlets. 


TOPFLIGHT TOOL CO. 


(TAPE PRINTING DIVISION) 
HUBER BLDG. - YORK, PA. 


agewise. In North Dakota 89.6% 
(62,270 farms) lack central serv- 
ice. In South Dakota 86.5% (59,- 
405 farms) are not served. Other 
low ratings in percentage of farms 
lacking service are: Mississippi, 
75.2%; Oklahoma, 71%; Tennessee, 


69.7%; Arkansas, 69.2%; Ken- 
tucky, 67.9%, and Alabama, 
65.9%. 

KAVE Joins CBS 


KAVE, 250-watt station in 
Carlsbad, N. M., has joined the 


Columbia Broadcasting System as 
a bonus outlet to KROD, El Paso, 
Tex. The addition brings CBS’s 
total number of affiliates to 160. 


Uses Cartoon Character 

Fisher Flouring Mills Company, 
Seattle, is using a cartoon charac- 
ter, called “Freddie,” in 56 western 
newspapers. “Freddie” also will be 
promoting Fisher products in tie- 
in mats and special point-of-sale 
material. Pacific National Adver- 
tising Agency, Seattle, is the 
agency. 


‘ . 
Oregon Life’ to Bow 

The first issue of a new monthly 
publication, Oregon Life, is sched- 
uled for December. The magazine, 
whose editor and publisher is Ar- 
mand P. Pallviny, Gresham, Ore., 
will be devoted to promotion of 
Oregon and its communities. 


To Russell T. Gray 


Tri-Clover Machine Company, 
Kenosha, Wis., manufacturer of 
sanitary fittings, pumps, valves, 


specialties and fabricated stainless 


71 


steel industrial fittings, and Miehle 
Printing Press & Mfg. Company, 
Chicago, .maker of letterpresses, 
have named Russell T. Gray, Chi- 
cago industrial agency, to handle 
their advertising. 


CAR CARD ADVERTISERS! 
SEND FOR » = 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 
— 


“ALL YOU SPARK PLUG MAKERS | 


SHOULD PUT ME ON YOUR PAYROLL” 


ay? "BI 


BIDDY’ 


“,..The way I keep the family cars 


and farm trucks spinning to market 


with eggs and poultry products that 


bring in $7,000,000 cash every day 
.-+- No wonder Poultry Tribune is 
your best Farm Magazine for 


advertising all automotive 


accessories. 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 


Poultry and Eggs was $2,577,000,000. 


(Source U.S.D.A.) 


LLIONAIRE 


8 a te ee -—e | 


500,000 Circulation 


Member: 
AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, IL 


Representatives—New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea. 
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McGraw-Hill Papers 
Add Western Sections 


Chemical Engineering and Food 
Industries, published by McGraw- 
Hill Publishing Company, New 
York, will add western sections, 
@ffective with their January is- 
gues, in recognition of this area’s 
rate of industrial growth and ex- 
port business potential. 

The sections, “Pacific Process In- 
dustries,” and “Western Food In- 
dustries,” will be edited on the 


Pacific Coast, bound in the regular 
editions of the publications, and 
will go to all subscribers in the 
11 West Coast states. 


Two Name McGillvra 

Two new radio stations, KIST, 
Santa Barbara, Cal., affiliate of 
NBC, and WLCS, Baton Rouge, 
La., outlet for ABC, have ap- 
pointed Joseph Hershey McGillvra, 
Inc., New York, as exclusive na- 
tional representative. 


_ 1 Shop Equipment Market 


Farm equipment retailers are a 
prime market for service shop 
equipment. With new equip- 
ment still in short supply, the 
service shop is continuing to 
perform a vital part in Ameri- 
ca’s food production program. 
Today’s shop men are eagerly 
searching for newer and better 
equipment. 

One publication efficiently cov- 
ers this vast market .. . Farm 


Equipment Retailing. Official 


publication of the National Re- 


tail Farm Equipment Assn., it’s 
the dealers’ own paper .. . is 
first-read and best-read by the 


. membership, comprising the top 


85.6% of the Nation’s Farm 


Equipment Dealers. 


‘Official: Publication 


and advertising 
ables fhem to usease 
and printing—all « 
always on their to€at, Be 


FAITHORN 


e & Caisse 


Farm Equipment Retailing is 
€ dedicated to service to dealer 
members of the N. R. F: E. A. 


Farm Equipment Retailing is 
must reading for all service 
shop managers and fore- 
men. 


Sworn circulation (June 1) 
18,819. (Dealers, 15,427; 
jobbers and mfrs., 3,392.) 


. thie lucky number. Iten- 
gote -setting, engraving, 


at you will come 
tend at the same 


HECKLE ‘HUCKSTERS'—Freddy Wakeman's opus gets tossed in the basket 

{and incidentally gets some more advertising) at First Advertising Agency 

Group meeting in Los Angeles, where $500 prize was voted for best ‘answer’ to 

the book. Nose-holders above are Ted Conner, San Francisco; James L. Cole, 

Des Moines; Robert M. Jenkins, Pittsburgh; and Melvin Hall, Buffalo, all agency 
owners and officers of the agency network. 
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one for the best incentive and 
profit sharing plan and another for 
best research for a client, and to 
Lee-Stockman, New York, for the 
best organization and operation 
chart. 

Robert M. Jenkins, vice-presi- 
dent of Smith, Taylor & Jenkins, 
was elected president. Ted Con- 
ner, Conner Company, San Fran- 
cisco, was named vice-president, 
and James L. Cole, Cole’s, Inc., 
Des Moines, was named secretary 
and treasurer. 


Joins Libbey-Owens-Ford 

Mark M. Wohlwerth, formeriy 
advertising manager of Viking Air 
Conditioning Corporation, Cleve- 
land, has joined the advertising 
staff of Libbey-Owens-Ford Glass 
Company, Toledo..- 


Griffith Opens Branch | 
Homer Griffith Company has 
opened a branch office at 711 Con- 
struction building, Dallas 1, with 
Walter S. Kline, formerly com- 


mercial manager of Station K VSO, - 


Ardmore, Okla., in charge. 


Year's Wackiest 
Contest Started 
by Agency Group 


Los ANGELES — When delegates 
to the First Advertising Agency 
Group’s annual conference de- 
cided, at their opening round table 
session, to get some publicity for 
the group, they weren’t kidding. 
Or were they? 4 

For later in the conference they 

went on record to denounce Fred- 
eric Wakeman’s “The Hucksters” 
as unflattering to their profession. 
They then adopted this year’s most 
memorable resolution: 
“Whereas the vast majority of 
the more than 1,000 nationally 
recognized advertising agencies in 
the U. S. are operated by consci- 
entious and upright citizens who 
are faithful both to their clients 
and to their wives, and whereas a 
recently published novel paints a 
pusillanimous picture of agency 
men and clients that is definitely 
not ‘on the beam,’ we, the First 
Advertising Agency Group con- 
vention delegates, assembled in 
Los Angeles for our annual meet- 
ing, hereby announce a prize of 
$500 for the best 50-word state- 
ment starting with, ‘Some of my 
best friends are advertising men 
because... ’” 


Closes Before Dec. 1 


The contest is open to all except, 
presumably, the judges, who will 
be editors of advertising publica- 
tions. They will select winners in 
the national contest before Dec. 1. 
The annual meeting otherwise 
proceeded in more normal fashion, 
with discussion on adding mem- 
bers in more cities and possibly 
abroad; inter-office cooperation; 
agency operating cost problems, 
etc. 
Achievement awards by the 
group went to the following: 
Melvin F. Hall Advertising 
Agency, Buffalo, for national ads 
with supporting merchandising 
program, for Barclo Mfg. Com- 
pany; Holden, Clifford, Flint, of 
Detroit, (two awards) newspaper 
ads for Michigan Mutual Liability 
Company and trade publication 
advertising for General Detroit 
Corporation; Simon & Gwynn, 
Memphis, radio programs for 
Humko Company; Advertising, 
Inc., Richmond, Va., direct mail 
for Lawyers Title Insurance Com- 
pany; Smith, Taylor & Jenkins, 
Pittsburgh, outdoor posters for 
Iron City Beer, and Hevenor Ad- 
vertising Agency, Albany, (two 
awards) De Witt Clinton Hotel car 
cards, and catalogs, etc., ee —aTi:.......:.ClU el 
Hill Iron & Brass Works. 


Other awards went to ST&J, 


What a lovely 


blue and silver! - 


YES! Women see everything 
in their own feminine fashion. 
Your messages to women 
appear in the right fashion 
when they are in the maga- 
zine most women look to — 
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Department Store 
Sales Gains Lower 


WASHINGTON—Deépartment store 
sales in the U. S. for the week 
ending Sept. 21 were 26% ahead 
of the same week last year, the 
Federal Reserve Board reports. 
This gain, lower than in recent 
months, equals gains in the first 
half of this year. 

Sales in New York were only 
6% ahead of the corresponding 
1945 week, because of the truck- 
ing strike. Houston, with a 66% 
year-to-year gain, led all cities, 
and the Dallas (11th) district led 
other districts with .a 48% sales 
gain. bb : 

The reserve board reported the 
following percentage of increases 
in department store sales from the 
corresponding figures of 1945: 


: Week Ending 
Federal Reserve Sept. Sept. Sept. 


district and city J 14 21 
+ + + 
UNITED STATES .. 49 37 26 
Boston District .... 40 46 23 
New Haven ...... 42 51 20 
errr rer ee 37 48 28 
Springfield ...... 50 33 16 
Providence ...... 49 50 6 
New York District... 52 40 9 
oo 7 <_— ere 38 14 
a or 47 40 20 
a oo): 51 38 6 
Rochester ...6.ss 57 47 17 
ge) 70 80 22 
Philadelphia District 50 45 24 
Philadelphia ..... 48 42 21 
Cleveland District... 54 34 28 
ere ee oe 35 40 21 
Cincinnati ....... 59 32 30 
CROVGIOGNE 3 ...6i%6 53 36 24 
COMIMBES «2 6s05. 37 24 25 
EO, Sa. enee 46 22 19 
Pittsburgh ...... 69 36 36 
Richmond District.. 37 24 29 
Washington ..... 30 17 20 
POGICAIGPS 666555. 46 30 39 
Atlanta District ... 38 40 42 
Birmingham ..... 43 28 * 
MU. 265 x85 @ een 39 ai 37 
po) 41 33 32 
New Orleans .... 38 = 53 | 
POGOMVUNS 6406s 43 37 40 
Chicago District ... 58 36 31 
ee eee 60 33 30 
Indianapolis ..... 41 26 25 
Ss eee 56 40 29 
Milwaukee ...... 72 47 40 
St. Louis District... 53 28 34 
Lettie Hock ...... 28 13 40 
EOuUIsvile 42.2555 64 33 36 
eh CHUN 64.4 wares 54 28 27 
po) 46 30 49 


Minneapolis District 
Minneapolis ....... 
oe rere (Not available) 
Duluth-Superior . 

Kansas City Dist... 40 30 33 


= Ewe rere 45 42 43 
WROMEEN 6.080 0c% us 34 24 20 
Kansas City ..... 37 32 28 
Bt. SOGGOR 2205s: 36 6 19 
Oklahoma City .. 33 22 34 
. , Pree 50 24 39 
Dallas District 42 30 48 
EERO £4:4444604 41 31 42 
Pere WOFth -.25:<% 47 30 27 
po eee 42 41 66 
San Antonio ..... 51 37 50 
San Francisco Dist. 45 41 29 
Los Angeles Area 60 49 25 
errr eer 29 34 28 
San Francisco ... 37 20 25 
PURGE ss e605 0-8 31 33 34 
Salt Lake City... 25 41 48 
arr 33 31 27 


*Data not available. 


Modglin Names Rettig 


Robert G. Rettig, recently re- | 
leased from the Marines, has been | 
appointed advertising manager of | 


Modglin Company, Los Angeles, 
maker of fine molded plastic 
combs. 


LOOK IT UP in 
the MARKET DATA BOOK! 


INOUSTRIAL 
» MDARKETING 


166 MARKET bats soon womere 


CONSUMER MARKETS EDITION 


aa 
BUSINESS PUBLICATIONS EDITION 


| 


Appoints Harvis 


Maurice A. Harvis, formerly 
sales manager of Photo Plate 
Company, has joined the execu- 
tive staff of Burlingame-Gross- 
man Advertising Agency, Chicago. 


Gordon Joins Grant 


Gail D. Gordon, formerly with 
McCann-Erickson, New York, in 
a creative and account executive 
capacity, has joined Grant Ad- 
vertising, New York, as a mem- 


Columbia Boosts Flora 


James Flora, with Columbia 
Recording Corporation, Bridgeport, 
|since 1942, has been appointed to 
|the newly created position of 
manager of sales promotion. 


Dodge Names Benhow 


Norman F. Benhow, formerly 
sales training director of National 
Gypsum Company, has been ap- 
pointed special sales representa- 
| tive of F. W. Dodge Corporation, 


Marsteller to Houck 


Marsteller Corporation, Roa- 
noke, Va., maker of memorial 
monuments, has named Houck & 
Co., Roanoke, to handle its ad- 
vertising. Direct mail and news- 
papers will be used. 


Trimz Names MacDonald 


D. C. MacDonald, recently re- 
leased from the Canadian Army, 
has been appointed district sales 
manager of Trimz Company of 
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Riegler Studios to Move 
Riegler _ Advertising Studios, 


Hartford, has taken a 10-year 
lease on a four ‘story building at 
22-26 Union Pl., Hartford. 


SPECIALISTS IN ae 
CARTOONS, 
CONTINUITIES, 


LIGHT ILLUSTRATIONS 
FOR ADVERTISERS 


JOHNSTONE ..../ CUSHING 


ber of the copy and plan board.| with headquarters in Buffalo. 


155 E.44thsT. N.Y.C. 17, MU-2°6236 


Canada, Toronto, 


BROOKLYN 
Abraham & Straus 


BUFFALO 
J. N. Adam & Co. 


NEW YORK 
Bloomingdale Bros. 


SEATTLE 
The Bon Marche 


MIAMI 
Burdine’s, Inc. 


OAKLAND 
H. C. Capwell Co. 


ATLANTA 
Davison, Paxon Co. 


MINNEAPOLIS 
L. S$. Donaldson Co. 


SAN FRANCISCO 
The Emporium 


ST. LOUIS 
Famous-Barr Co. 


ST. PAUL 


* The Golden Rule 


BALTIMORE 
Hochschild, Kohn & Co. 


CLEVELAND 
Higbee Company 


KANSAS CITY 
The Jones Store Co. 


BOSTON 
Jordan Marsh Co. 


PITTSBURGH 
Kaufmann Dept. Stores, Inc. 


LOUISVILLE 
Kavufman-Straus Co. 


TOLEDO 
Lasalle & Koch Co. 


BIRMINGHAM : 
Lovemdn, Joseph & Loeb 


. MEMPHIS 
B. Lowenstein & Bros., Inc. 


NEW ORLEANS 
Maison Blanche Co., Ltd. 


LOS ANGELES 
The May Co. 


AKRON 
M. O'Neil Co. 


CINCINNATI 
The John Shillito Co. 


FORT WAYNE 
Wolf & Dessaver 


PHILADELPHIA 
, Gimbel Brothers 


pal 


PORTLAND 


Meter & Frank Co. 


DEMONSTRATE YOUR PRODUCT 
IN THESE TOP DEPARTMENT STORES 


...for only 18% per demonstration! 


Here's a demonstrator who needs no costly training, never makes mistakes, 
never gets tired .. . shows products in actual use in the home, uncovers hidden 
advantages, puts sound and motion and full color into every demonstration. 


THE MEDIUM THAT WORKS ON THE SELLING FLOOR 


In-Store Films works right at the time and place of buying decision . . . 
through automatic projectors in an average of six locations per store. 
Continuous performance from store opening to closing... for two-week 
booking periods. Covering major and small appliances, radios, housewares, 
china and glass, furniture and bedding, floor coverings, domestics, uphol- 
stery and draperies. Later In-Store Films editions will cover other products. 


3,168 SHOWINGS PER STORE FOR ONLY. $470 


Space-units are Y2-, 1-, 2- and 3-minute segments of an 8- to 10-minute 
film program made up of other, non-competitive product demonstrations 
and editorial features. For a 1-minute unit, you pay a space-rate of only 


* $470 per store for an average of 3,168 performances... only about 18¢ 


per demonstration, including production and print costs! 


Budget your 1947 In-Store Films and get started on production now. Ask 
for the details today. 


IN-STORE FILMS STARTS 

EARLY IN 1947 IN THESE “MARKET MAGNET” STORES... 
SERVING THE FAMILY BUYERS FOR 

36,520,666 PEOPLE 
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Aamenatihe 
Armed Forces 


Donald W. Walton (AAF) has 
joined Norman Malone & Associ- 
ates, Akron, O., as copy chief. 

Charles W. Humble (Army) now 
heads tractor division sales for Air 
Cooled Power & Equipment Com- 
pany, Milwaukee. 

E. Warden Phillips (Army) has 
returned to Hart-Conway Adver- 
tising Agency, Rochester, N. Y. 

LL. Kitts (Army) has joined 


W. L. Stensgaard & Associates, 
Chicago, as personnel manager. 

William B. Jennison (Army) 
has joined School Arts Magazine, 
Worcester, Mass., as advertising 
manager. 

Ken White (Navy) and Gilman 
Sullivan (USMC) have joined 
Federal Advertising Agency, New 
York, White as account executive 
and Sullivan as assistant to Don 
Parsons, vice-president in charge 
of plans. 

Arthur E. Duram (AAF) has 
joined O’Brien & Dorrance, New 
York promotion service group, as 
head of the newly - established 
radio department. 

Sherman 8S. Lurie (Army) has 
joined Lewis Advertising Agency, 


Newark, as account executive, to 
handle package goods and mail 
order accounts. 

George Wolf (Army) has joined 
Foote, Cone & Belding, New York, 
as director of publicity. 

Joseph F. Drury Jr. (Navy) has 
joined the New York public rela- 
tions staff of Capital Aijrlines- 
PCA. 

William E. Mankin (AAF) has 
been named assistant to A. Roy 
Allen, advertising director of the 
Grapette Company, Camden, Ark. 


Allen Joins Neil Agency 
Robert K. Allen has joined the 


Seattle staff of the Penman Neil 
Advertising Agency. 


THE NEW STUDIOS OF RADIO STATION WXYZ 


S415 EAST JEFFERSON, DETROIT 14, MICH. 


a > ie ae 


Owned and Operated by the 
KING TRENDLE BROADCASTING CORP. 
1700 -Stroh Bidg., Detroit 26, Mich. 


Represented by the 


PAUL H. 


RAYMER CO. 


‘A7 Father’s Day 
to Get $100,000 
Publicity Drive 


NEw YorK—Father’s Day, which 
comes June 15 next year accord- 
ing to the Father’s Day Council— 
and theoretically never, according 
to many fathers—will get its big- 
gest promotion in 1947. 

George C. Goldie, national 
chairman of the council, has re- 
vealed that the organization will 
spend $100,000 to make next 
year’s Father’s Day bigger and 
better, at least from the manu- 
facturer and retailer points of 
view. The council spent $80,000 
to get publicity for its recent 
boost in behalf of male parents. 

Peter B. Juster, Juster Bros., 
Minneapolis, co-chairman of the 
’47 fund raising drive, told council 
members here recently that about 
1,000 retailers of “15,000 well- 
rated retailers” are council mem- 
bers and that new efforts will be 
made to enlist support of the 
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other 14,000, “not one among them 
wanting a ‘free ride.’” 

Ernest D. Goodman, Goodman & 
Thiese, council treasurer, revealed 
that the 1946 campaign resulted in 
more than $4,000,000 worth of pub- 
licity for the observance. He em- 
phasized that the council does not 
“push” any merchandise. About 
35 industries are represented by 
the council. 

Mr. Goodman said that the °46 
drive, llth in the council’s his- 
tory, had not “really scratched the 
surface yet as to Father’s Day 
potentialities.” 


Agency Names Three 

William P. Lester, recently re- 
leased from the Army and prior to 
that advertising manager of Util- 
ity Appliance Corporation, has 
been appointed account executive 
of Steller-Millar-Ebberts Agency, 
Los Angeles. Art Ryan, previously 
with Stations KMPC, Los Angeles, 
KOIN and KXL, Portland, has 
been named director of radio. Rex 
J. Irvine, formerly with Sterling 
Drug, has been appointed head of 
production. 


‘as 


rs 


The boy FATHER FLANAGAN wrote of 


a 


J pve climbing out of a grocery 


store window, the lad was found 


with his pockets stuffed with food. 
They asked him why he broke into the 
- place. He said, ‘‘I’m hungry.” 


That was the beginning of his story. 
A representative of Boys’ Town drew 


out the rest. He was an orphan from 


Seailiie He had been picked up by police in a Mid- 
western state, declared vagrant and sentenced to a 
term in the reform school. His crime: he was homeless— 
friendless— broke. 


At the end of his term he had been escorted to the 
border of a neighboring state by reform school officials, 
handed a couple of bucks, told to beat it. He was warned 
not to talk of his experience in this place. When he 
stripped his shirt off for investigators, he didn’t have to. 


The skin crawled with ugly red welts running criss- 
cross over his back. In some places the lash had dug 
into flesh. A dirty scab had formed over the wounds. 
The boy had been beaten unmercifully. But he was lucky 
. .. @ companion not so lucky was whipped to death. 


* * * 


This and similar facts are reported by Father Flanagan 
in the October issue of a DELL MEN’S GROUP magazine; 
explain his view that ‘‘there is no such thing as a bad boy.”’ 


Our readers want to know these things. No sentimental 
fuddy-duddies, they seek authentic information on the 
social as well as scientific, medical and legal aspects of 
crime. They are alert men who know what they want and 
know they can find it in Dell Men’s Group . . . which may 
help to explain the top importance and steady acceptance 
of the DELL MEN’S GROUP among over two and a quarter 


DELL sry 


If you read it in Dell, it’s a fact 


Men's 


DELL PUBLISHING CO., INC. 
149 Madison Ave., New York 16 


CLUES TO THE DELL MEN’S MARKET: Median age of reader 35.8 ... 


median income, $2,950....3.4 persons 


own their own homes... 


per family...77.8% married...37.3% 


1,126,697 circulation, ABC, 3-46, 
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rim intraub with Lewis E. Lawes, former +. and the contemplated service area 
T ri ount to We intr warden of Sing Sing prison, on Heads Anheuser-Busch is 10,580 square miles, covering a 
Trimount Clothing Company,|190 Mutual stations Sunday at| August A. Busch Jr. has been! population area of 382,000 within 
Boston, manufacturer of Clipper/1 p.m., EST, starting Oct. 20. elected president of Anheuser-/ , 75-mile radius of the city. 
Craft clothes for men, has a Busch, St. Louis, succeeding his 


switched its account from Emil brother, the late Adolphus Busch 
Mogul Company, New York, to Campbell Soup Elects III. 


William H. Weintraub & Co., New| James McGowan Jr., vice-presi- —_—_—- t{n\ 
York, and shortly will launch aj|dent of Campbell Soup Company, Gets FM Permit = OF LONG LiFE® 


campaign in network radio and|Camden, N. J., has been elected 

newspapers in key cities. In radio|president of the company, suc-| Herald & Globe Association, pub- THE ARTKRAFT®: SIGN CO. 
Trimount, which sponsored pro-|ceeding the late Arthur G. Dor-|lisher of the Herald, Rutland, Vt., 
grams featuring commentator Dor-|rance, who died Sept. 21. Mr.|has received tentative FCC au- </ Aatvat” Merutcuring Comarate 
othy Thompson and football star; McGowan joined the company in/|thorization for a 10,000 watt FM 900 Kibby St., V.5.A.| 
Tommy Harmon last season, will| 1908, becoming vice-president in| station, costing $50,000. The trans- 
sponsor a new 15-minute program | 1939. mitter will be set up in Clarendon Toveenet: toy <3 te 98 iy 


DINNER WINES — Charles Torrielli, 
Inc., Boston distributor, plays up Pio 
and American Host wines with this 
‘il window display in cooperation with the 
. producer, Pio Winery, Philadelphia. The , 
ive product is distributed throughout ihe - 
eastern states. Borrelli Co., Philadelphia 


sly agency, handles the account. 


ox Two Railroads 
of Plan to Invade 
— | AirCargoField | 


\ Cuicaco — Two railroad lines, 

Santa Fe and Kansas City South- 
ern, have announced plans to 
enter the air cargo business, pro- 
viding they get Civil Aeronautics 
Board permission. 

Fred Gurley, president, Atchi- 
son, Topeka & Santa Fe, revealed 
that his company has formed 
Santa Fe Skyway Corporation to 
y, extend its freight service to the 

air in territory served by the rail- 
road. 

Kansas City Southern Skyways, 
on the other hand, will “fly any- 
where,” rather than operate only 
in conjunction with the rail serv- 
ice. The company has already 
purchased three C-47’s and three 
Norsemen planes for the cargo 
service. 


AIRLINES MAY GET 
MUCH APPAREL CARGO 

HAGERSTOWN, Mb. — Fairchild 
P Aircraft division of Fairchild En- 
; gine & Airplane Corporation has 
published “Air Potentials in the 
New York Women’s Apparel In- 
dustry,” to indicate how much ap- 
parel may move by air in the fu- 
ture. 

At rates of 10 to 14 cents a ton- 
mile, from 2 ,809,000 to 3,511,000 EST 
pounds of women’s apparel may 
move via air from New York to Qu ION 
the San Francisco-Oakland area ; ° fae. 
ampually. About two-thirds of the Does an advertiser have to pay for Aunt-Minnie 


traffic would be carried between circulation when he just wants to talk to Joe? 
November and February. 
The 74-page book, written by : 

L. H. Brittin, Bertram Ault and 

Dr. Roger Mayhill, is based largely ANSWER 
on surveys of manufacturers’ and . ‘ R ‘ . 
buyers’ opinions, and contains an No indeed. Not if he advertises in The American 
exhaustive analysis of dress goods Legion Magazine. It’s the biggest all-man maga- 


duct d marketing in New Msi : 
York. ee grees Pee zine in all the world—all man, not just half man. 


eerie That’s what makes it such a buy for the makers 
Plans Cosmetic Drive of man-bought things. And its big, 2,000,000 
House of Louis Philippe, New 


York, cosmetic manufacturer, circulation could be nearly doubled right now— 
through Doherty, Clifford & Shen- . . ° ° 
field, New York, will promote a if paper were as plentiful as Legionnaires. 
new French Accent shade of rouge 
and lipstick with two-color copy, 
mostly full pages, in 15 national 


magazines starting with the Oct. , . 
14 Life. Newspapers will also be AALL-MAN 
used in cooperation with local out- 3 


lets. 
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76 
Offers Buyer’s Handbook 


“Yorke’s Printing Buyer’s Hand- 
book,” published by Yorke Books, 
Inc., Lynbrook, L. I., will make 
its appearance early next year. 
The book, which will be issued 
annually, will contain data about 
equipment, services and specialties 
of binders, direct mail services, en- 
gravers, mailers, mounters and 
finishers, paper merchants, photo- 
engravers, photo- printers, plate 
makers, printers and typographers 
in greater New York. It will sell 


for $15 a copy, but orders are be- 
ing accepted at $12 to be billed on 
publication and at $10 when pay- 
ment accompanies advance reser- 
vations. 


To Shappe-Wilkes 


Standard Food Products Cor- 
poration, Brooklyn distributor and 
importer of Grand MacNish Scotch 
whisky, has appointed Shappe- 
Wilkes, Inc., New York, to handle 
the account. 


"REED 
SAYS 


Extent of territory served by 
Charleston's 


Drug jobbers 153,123 
61% Gain Since 1940 
Food Wholesalers 
eee OS 4 ” 
Department Store Charge Accounts coe 
‘e 0 n> we © wo wus 
THE CHARLESTON MARKET* 
Population te % Retail Sales State % Food Sales state % 


743,800 42% $243,467.00 38% $63,681,000 38% 


Drug Sales General Merchandise Effective PaeE ewe 
$10,100,000 38% $37,480,000 37% $473,801 0 38% 
fr Twenty Cascties Shows oa Mop—Figures Developed from Soles Moaagement Servey 1946. 


The News and Courier 
THE CHARLESTON EVENING PO 


«REPRESENTED B PANY — 


sports 


0. and weadew- ta 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. « 250 Park Ave., New York 17, N. Y. 
National Representatives: THE BRANHAM COMPANY 


CHICAGO: 360 North Michigan Avenue + NEW YORK: 230 Park Avenue 
Atlanta+ Charlottes Dallas» Detroit +Kanias City + Los Angeles « Memphis « St. Lonis+ San Francisco 


ANA Study Shows 
Advertisers Swing 
fo Film Medium 


Circulation Expands 
with Better Product; 
Uses Diversified 


ATLANTIC Crty—About 70% of 
member companies of the Associa- 
tion of National Advertisers have 
had recent experience with movies, 
slide films or both, W. B. Potter, 
Eastman Kodak Company, Roches- 
ter, chairman of the ANA film 
committee, told the association’s 
annual meeting here in announc- 
ing release of ‘New Horizons for 
Business Films,” an 84-page book 
on findings in the third ANA film 
study. 

The breakdown revealed that 
31% had used both slide films and 
movies; 28.8% movies alone; 11% 
slide films alone, and 29.2% 
neither movies nor slide films, 

Although companies planning to 
go on with film programs in the 
next two years total only one- 
eighth of those with film expe- 
rience, the study shows, “over 
71% of members plan actually to 
use, or at least have a real inter- 
est in, a film program for promo- 
tion of educational purposes, and 
over 50% of members are looking 
to films as part of their companies’ 
sales training programs.” 


Product Promotion Leads 


Of 67 companies interviewed, 
59 were found to ‘have had cur- 
rent experience with movies. Of 
these, 49 are using movies for 
product promotion, 41 for institu- 
tional work, 34 each for sales 
training and for school showings, 
and 21 for employe education. 
The 67 included companies in 22 


cousumer and five _ industrial 
goods fields. 
School departments, it was 


shown, are being established by 
an increasing number of com- 
panies, with films among the ma- 
terials distributed. Some ,com- 
panies plan to sell prints to schools 
at prices below those of educa- 
tional film distributors. 

One institutional film of special 
interest in farm areas has been 
shown in the last 30 months before 
nearly 3,000,000 people—the gen- 
eral public, including road shows, 
and schools and colleges account- 
ing for nearly 92% of the total. 

The study emphasized that “dis- 
tribution comes first... Too often 
a picture is made to please some 
brass hat. without regard to its 
distribution possibilities.” 


After Foreign Audiences 


Some advertisers are making 
special efforts to develop foreign 
audiences. More than 30% of one 
company’s entire audience for in- 
stitutional, training and educa- 
tional films in 1945 was in foreign 
showings. 

Wartime production costs for 
30-minute commercial films for 
both theatrical and non-theatrical 
showings were said to range from 
$50,000 to $85,000, plus about $15,- 
600 for the prints, in both 16 and 
35 mm. sizes. 

The ANA members covered be- 
lieved that it would not be pos- 
sible, for some time at least, to 
make movies, and especially color 
movies, direct on 16 mm. film. 
“The scope and latitude, the pre- 
cision, the optical effects and other 
technical advantages recommend 
that institutional and important 
product-promotion pictures be shot 
on 35 mm... Industrial films are 
judged by the same audiences 
which see the highest-type ‘Holly- 
wood’ productions.” 

Manufacturers, however, are 
working -on “new color films de- 


signed -especially for industrial 
movies, and already there is some 
precision equipment available for 
making such movies.” 

With 48 of 62 advertisers 
covered, the film function is part 
of the advertising (or sales pro- 
motion) department; in five, of 
the public relations department, 
and in three each, the film depart- 
ment manager reports direct to 
the director of advertising and 
public relations and to the vice- 
president in charge of sales. 

In only 35 of the 62 companies, 
however, is there a “film depart- 
ment” or bureau. One company, 
distributing about 2,500 prints of 
some 50 pictures, has added a 
film distribution department. 

Methods of measuring results 
from films are audience figures, 
sales results, and reports from 
field sales offices. 


Education Is Top Aim 


Probably the most important 
postwar field for business films, 
the study emphasizes, is in edu- 
cation. “From 1940 through V-J 
Day, the armed services created 
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and used six times as much audio- 
visual material as was prepared 
for use in civilian education in all 
the years before World War II.” 
The National Educational Asso- 
ciation has said: 

“Business has in common with 
education :the important purpose 
of raising the standard of living.” 
But “business should participate 
‘primarily as a partner in the en- 
terprise of education, rather than 
as an organization seeking to pro- 
mote its own aims selfishly.’ ” 

“New Horizons for Business 
Films” cites specific sales results 
for drug, grocery and other 
products from films as an adver- 
tising medium. And yet “theater 
advertising as a. ‘national’ me- 
dium has been used by less than 
50 companies, and as a coopera- 
tive dealer medium by less than 
25 more.” Nineteen and 11 in 
these respective groups were ANA 
members. 


Two Major Selling Units 


“Movie advertising of 60- and 
80-second showings is now avail- 
able on a national basis through 


Manufacturers who want materials and 
parts incorporated into the products of 
the future can now tell their story to 
MORE DESIGN AND DEVELOPMENT 
ENGINEERS, MORE QUICKLY THAN EVER 
BEFORE—and at a LOW COST. 


Product Design & Development offers 
PENETRATION + VISIBILITY thus insuring a 
GREATER RETURN ON A SMALLER INVESTMENT 


PENETRATION: >>:°° Design and Development Engineers, the 
®*men who write the specifications for tomorrow’s 
products, receive INDIVIDUAL copies of PD&D every month. Each 
of these 35,000 men can hold on to his own copy long enough before 
he passes it on, to use it in his work. He won’t Seslandp to tear out an 
item or an ad about which he wants to make further inquiry. You can’t 
have too much saturation in this field . . . from chief engineer to the men 
“on the board,” they’re all important. The Design Engineer is responsible 
for today’s “seed orders,” from which will come volume orders next year 
and the year after. 


VISIBILITY: PD&D (following successful IEN format) is designed 

® to give EQUAL visibility to every advertisement. Space 
units are the standard 3%” x 4%”, and 3%” x 9%", with each ad next 
to editorial. Design and Development Engineers want advertising and 
editorial boiled down because of their need to learn as quickly as possible 
the high-spot facts about all new materials, component parts, fabricating 
techniques, finishes and services and new applications which might im- 
prove their products. And because news and advertising are coded for 
easy reference, it is a simple matter for the design engineer, as he thumbs 
through PD&D, to select those items about which he wants specific infor- 
mation to help him with specific design problems. 


GREATER RETURN ON SMALLER INVESTMENT: 


Because, fortunately for advertisers, Design and Development Engineers 
do want advertising as well as editorial boiled down, PD&D is able to 
give SATURATION plus VISIBILITY at a price any manufacturer can 
afford to pay .. . $120 per single unit. 


PD&D will stand or fall on tangible evidence of readership. But even 
if PD&D were 50 years old, te > never know whether it can get results 
for your product until you try it. So why not test it now with a trial 
order for three months . . . three insertions, reaching 35,000 Design and 
Development Engineers each month during December, January and 
February . . . for only $360? 


(Even in the face of spiraling advertising costs, PD&D will protect advertisers 
placing orders for these three months, against any price increase during 1947.) 


JOHNSON ASKS FOR AN ORDER 


PRODUCT DESIGN & DEVELOPMENT 
NEWS 
for the Original Equipment Market 
Published by Johnson Business Popers— 138 E. 47th St., New York 17, N.Y. 
Franklin H. “Spats” Johnson, Publisher 
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MILESTONE—Standing beside the 50th 
FM transmitter turned out by General 
Electric, James D. McLean (right), 
sales manager of G-E's transmitter di- 
vision in Syracuse, discusses a new FM 
promotion package with Roy D. Jor- 
dan, division ad manager, and Marjorie 
Skelton, radio songstress who partici- 
pated in ceremonies attending ship- 
ment of the transmitter. G-E is pro- 
ducing FM units at the rate of one a 
day to fill more than 150 pending 
orders. 


two selling organizations which, 
in combination, can give the ad- 
vertiser a selection of some 12,000 
theaters out of a total of about 
18,000. Rates are now about $4 
per thousand audience. At slightly 
higher rates and in about 6,500 
theaters, screen playlets three 
minutes in length can be sched- 
uled.” Some theaters schedule 10- 
minute advertising films. 

At present the film committee 
of the American Association of 
Advertising Agencies is making a 
study of film distribution. But 
“the majority of agencies” as yet 
“have not been equipped to render 
counsel (on films) as competently 
as on other media.” Some agen- 
cies work on a fee basis for film 
production work. They “usually 
charge the standard agency com- 
mission on films which are 
screened through film distributing 
companies.” 

The ANA films committee be- 
lieves that films will be “used 
widely in television programs, by 
reason of the very fact that suffi- 
cient live talent cannot be brought 
into television. Logical talent 
source is Hollywood. Yet a fore- 
seeable television demand would 
require as much as 2,200 hours of 
actual air time annually, a pro- 
duction load over twice Holly- 
wood’s total current output.” 


Carlsberg Danish Beer 
Opens Postwar Drive 


Sellers Company Ltd., Chicago, 
will break first postwar advertis- 
ing for Carlsberg Danish beer, 
produced in Copenhagen, with 
copy scheduled for early issues 
of Cue, Gourmet, Promenade, 
Town & Country, and Chicago and 
Los Angeles theater programs. 
Other magazines will be added as 
distribution is extended. 

Carlsberg advertising, through 
Lawrence Fertig & Co., New York, 
will feature the product § as 
“Europe’s most distinguished beer” 
and as the “Royal Court” beer, 
basing the latter claim on its offi- 
cial appointment to the royal 
courts of Sweden and Denmark. 
Carlsberg reports it is the first of 
the internationally known Euro- 
pean beers to make a postwar 
appearance on the American scene. 


BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 
market studies, to maintain competitive 
advertising files and to develop sales 
Prospects. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


“parEhe) We PKs We wacazines 


314 So, Federal St., Chicago 4 


Coleman Opens Agency 


Ralph Coleman, formerly with 
the Portland office of Botsford, 
Constantine & Gardner, and prior 
to that with the Robert Smith ad- 
vertising agency, has opened his 
own company, the Coleman Ad- 
vertising Agency, in Eugene, Ore. 


Dewey Agency Moves 

John Peyton Dewey Advertis- 
ing has moved its offices to a con- 
verted cottage at 2115 N. St. Paul, 
Dallas. 


Appoints Carroll 


Edward J. Carroll, formerly 
with Curtis Publishing Company 
as research analyst in charge of 
the drug and medical profession, 
has been appointed director of the 
new economic research division of 
Sharp & Dohme, Philadelphia. 


Yankee Signs Wine Firm 


House of Old Molineaux of Bos- 
ton has signed with the Yankee 
Network for a new show, “Foot- 
ball Parade,” to be heard just 


prior to the Saturday afternoon 
play-by-play games during the 
entire football season. The pro- 
gram will be promoted through 
newspapers and magazines. Hir- 
shon-Garfield, Boston, is the 
agency. 


Milk Farms Sponsor Show 

Adohr Milk Farms, Los Angeles, 
is sponsoring the “Stork Club of 
the Air” on Station KMPC, Los 
Angeles, Monday through Friday, 
9:05-9:15 am., for the next 52 


weeks. The program features a 
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salute to all new babies born in 
southern Caliiornia, with notes 
about famous personalities whose 
birthdays fall on the day of the 
broadcast. 


OZUAKEE PRESS 
the weekly newspaper 
with pictures 
port washington, wis. 


"Lincoln Land" 


hands. 


help?" 


"When y 


Mrs, 


W here Prairie Farmer-WLS 
Influence Is Concentrated 
Among 14,000,000 People 


folks are first, 
time -- neighbors. 


uh 
like thee 7 friends 
you a lift,» 


Will ‘el 


"Lincoln Land" folks. 


-- B.D.B. 


Sure 8ives 
Haas, 
Ounty, 12). 


last and all the 
Let disaster or sickness or just 
plain bad luck overtake one of them and neighbors 
for miles around "pitch in" with eager, helping 
Many a crop has been saved while the owner 
was hospitalized; many a year's work has been 
salvaged by folks whose only question is "Can I 

This good neighbor policy at work reflects 
the character of our 
years we have fostered it; it is a frequent and 
important subject on our WLS Dinnerbell program and 
in the pages of Prairie Farmer." 


A CENTURY OF SERVICE 


For 


“The heart strings of good fellowship 
respond quickly” 


mi 
fr) 
i. ay ravorite 
morning» 
Mrs- 
stepne 


President, Prairie Farmer-WLS 


jon. 


...and its meaning to you 


RAIRIE FARMER has been serving the people of ‘‘Lincoln 


Land” for 105 years and for more than 22 years WLS has 
been broadcasting the kind of entertainment, markets, news 


and other service features they need and like. The response 


SINCE 
ae 


7 


BURRIDGE D. BUTLER. President 


has been phenomenal, because they know us and believe in 
us. For decades we have practiced the Good Neighbor policy, 

and they have returned it many fold. Such a relationship can- 

not help but enhance the reception accorded Prairie Farmer- 

WLS advertisers. Because of this policy you come well rec- 
ommended—when you use these two great mediums. . 


HAIRIE JPARMER \ 


CHICAGO 
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—verified in newest studies 


The three leading magazines in size of total audience 
per issue are: 
LIFE 22,550,000 people 
SATURDAY EVENING POST 12,700,000 people 


LIFE, LOOK, and the 
more than 12 Million 


made by identical techniques. The findings of both are 
validated by the Magazine Audience Group. Composing 
this group are the outstanding national research experts 


LOOK 12,650,000 people including the directors of the three national political 


polls, and representatives of professional practice of 
You will find the full facts in a new survey sponsored 


by Look and completed in June 1946—and in the latest 
Life Continuing Study of Magazine Audiences, completed 
in March 1946, and just released. 


statistics and psychology. 


Advertisers can now look at the findings in combina- 
tion and draw some interesting conclusions. Here’s the 


Both studies were made by Crossley, Inc. Both were box score: 


Total Audience 
Reached Per Issue 
(Teen-Age and Over) 


Per cent 
of population 


MAGAZINE reached 


LOOK 11.3 12,650,000 
AMERICAN 8.4 9,400,000 
COSMOPOLITAN 6.4 7,150,000 
‘LIFE 21.0 22,550,000 
SAT.EVE.POST 11.8 12,700,000 
-COLLIER’S 10.1 10,900,000 


The population 10 yrs. and older of 112,000,000/ ncludes a conservative estimate of the 
servicemen re-entering the civilian population during the first six months of 1946. 


LOOK REPORT 
based on U. S. civilian 


* 
112,000,000 
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LIFE REPORT 


based on U. S. civilian 
population 10 yrs.andolder population 10 yrs. and older 
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BUT WHAT HAPPENSwhen you translate these figures into 
the number of people you reach in these magazines for 
each dollar paid for a page advertisement? 


As a guide to advertisers seeking to appraise these 
magazines for their 1947 lists, we have worked out 5 
tables using latest civilian readership figures and latest 
rates for each publication. 
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POST each reaches 
Readers per issue 


of magazine readership 


LOOK scores FIRST 
4 times out of 5! 


Each of the 5 tables below shows the number of people advertisement. In each table the full page rate is figured 
reached per dollar paid for a black and white full page against that one group of readers. 


TOTAL AUDIENCE ADULT AUDIENCE 
(readers per $) (readers per $) 
*LOOK 1,998 people *LOOK 1,508 adults 
AMERICAN 1,709 people AMERICAN 1,455 adults 
COLLIER’S 1,557 people COSMOPOLITAN 1,326 adults 
*LIFE 1,555 people COLLIER’S 1,286 adults — cone time rote. Only life ond 
COSMOPOLITAN 1,554 people *LIFE 1,228 adults eer 
SAT. EVE. POST 1,270 people SAT. EVE.POST 1,040 adults 
WOMEN ONLY MEN ONLY TEEN-AGERS ONLY 
(readers per $) (readers per $) (10 years to 19 years) (readers per $) 
COSMOPOLITAN 935 women * LOOK 782 men * LOOK 490 teen-agers 
AMERICAN 900 women *LIFE 604 men *LIFE 327 teen-ugers 
* LOOK 726 women COLLIER’S 586 men COLLIER’S 271 teen-agers. 
COLLIER’S 700 women AMERICAN 555 men AMERICAN 254 teen-agers 
*LIFE 624 women SAT. EVE. POST 545 men SAT.EVE.POST 230 teen-agers 
SAT. EVE. POST 495 women COSMOPOLITAN 391 men COSMOPOLITAN 228 teen-agers 
That’s why we say, “Look at all 3” when you're lining dollar it’s hard to beat what you get in Look, America’s 


up 1947 lists. Write to Look, 511 Fifth Avenue, New Family Magazine. 
York, for complete report and you'll agree—dollar for 
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A drive is on among retailers 
and banking interests to repeal 
Regulation W, the Federal Reserve 
Board’s instalment buying re- 
striction. Consumer Banking In- 


stitute, which is largely supported. 


by Morris Plan banks, is collecting 


petitions for immediate with- 
drawal of the regulation. 
* * * 


One of the most important ad- 
men in the radio set, business is 
boiling mad about a mailing piece 
he got recently from one of the 
radio dealer papers, throwing cold 
water on the published claims of 
a competitive publication. “Maybe 
I’m wrong,” he says, “but the ef- 
fect this has on me as an adver- 
tiser and as a member of the same 
industry as the two publications 
concerned, is definitely not good.” 

* ba 5 

Stores from. Miami to Chicago 

and from Kansas City to Boston 


are getting a chance to exhibit, 
along with Sandler shoes (A. 
Sandler Company, Boston), the 
delightful Conover models who 
appear, wearing Sandler shoes, on 
the covers of recent teen-age 
magazines. 

Sandler is sending Taffy Barnes, 
Gloria and Consuela O’Connor to 
various dealers to whoop up the 
teen-age business. When the pro- 
motion is finished the heavily- 
chaperoned teen-age méddels will 
have told their success stories and 


displayed their footwear to 63 
stores. 

* me cS 
Ohio will probably get a 


whacking good boost advertising- 
wise when the state’s legislature 
meets in January. A three-man 
committee is ranging over a 12- 
state area to compare notes and 
study methods for whooping up 
the Buckeye state’s industrial ad- 


— 


vantages. Their recommendations 
will be presented to the state gov- 
ernment. 

* tk * 

The upheaval in French jour- 
nalism probably will continue in- 
definitely until there is a major 
influx of newsprint into the coun- 
try. Circulations of French pa- 
pers are dropping rapidly as sell- 
ing prices increase. , 


Five Appoint Hammer; 
Two Join Art Department 


Hammer Company, Hartford, 
has been appointed to handle the 
advertising of Proctor Products, 
New Haven, using magazines and 
business papers; General Products, 
Inc., Stamford, using magazines 
and business papers; Superior 
Steel Products, Detroit, using busi- 
ness papers; Bonnie & Co., New 
Haven, using magazines, and Way- 
line Corporation, Wayne, Ga., us- 
ing business papers. 

Fred Manley, recently released 
from the Army, has been appointed 
art director of the agency, and 
Robert Honer, formerly in the 
Army, has been added to the art 
department. 


than ever. 


Interested in 
the great Latin 
market? ... 
Write for your 
copy: The Story 
of The Herald 
Clipper Edition. 


GREATER MIAMI—‘‘AN 


“Sure it's For Sale. Florida's Floating Population is one of 
the biggest tobacco-buying groups in the country.” 


The Florida market, during its annual tourist sea- 
son, is one spectacular selling event—thanks to the 
4% million visitors who come to the Sunshine state 
with their pockets loaded for BUY. This group spent 
almost $1 billion last year. And all signs indicate 
the Florida story this year will be bigger and better 


The Miami Herald's big state-wide circulation makes 
it the sure way to reach Florida's huge tourist trade, 
as well as its fast-growing permanent population. 
And, through its Clipper Edition flown daily to 
Latin America, The Herald is also helping to shape 
the buying habits of a great international audience. 


- 


“INTERNATIONAL MARKET!” 


Names WIRA as 
1,000th Station 


WaAsHINGTON—WIRA, Ft. Pierce, 
Fla., has become the one-thou- 
sandth standard radio station to be 
licensed by the Federal Communi- 
cations Commission. 

The FCC, which announced the 
grant marking a now milestone 
in U. S. broadcasting, also issued 
five more licenses, raising the 
number of standard stations to 
1,005. It reported at the same time 
that 330 more new standard sta- 
tions are under construction, and 
applications are pending for 827 
more. 

The 250-watt Ft. Pierce station 
is owned by the Indian River 
Broadcasting Company. It will 
serve a locality where there has 
been no previous standard broad- 
cast station, FCC said. 

Sixty-five FM stations are now 
on the air, 531 have conditional 
grants, and 328 other applications 
are pending. Six television sta- 
tions are on the air, 30 have pre- 
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liminary grants and 43 applica- 
tions are pending. 

With 36 short wave and 26 non- 
commercial standard stations, 
there are 2,052 stations operating 
or authorized and 1,176 applica- 
tions pending, FCC said. 


Walter Hanlon Becomes 
‘Dental Health’ Mar. 


Walter Hanlon, who resigned as 
advertising manager of Macfadden 
Women’s Group, New York, on 
July 1, has joined the National 
Dental Hygiene Association as 
general manager of Dental Health. 
Publication offices will be moved 
from Washington to New York. 

After developing new editorial 
and circulation plans, the maga- 
zine reports it will open its col- 
umns to advertising “compatible 
with editorial policy.” 


Appoints Belt 


Ernest Belt has been appointed 
national advertising manager of 
Hollywood Citizen-News, succeed- 
ing Herbert H. Sternberg, who has 
resigned to become advertising 
manager of Tableau Magazine. 


the case of the 


agitated art 


GOD 
RK 
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director 


SOY Rex 


q LOD - 


who didn’t know that artype is smear- 


less, self-adhering, transparent and (black 


or white) ready for reproduction in a wide 


variety of type faces and designs. Now, 


at his desk, he “‘sets’”’ heads, arrows and 


designs over finished art and photos. He 


meets deadlines — has stopped agitating. 


SOLUTION: FROM NOW ON USE artype 


THERE’S NO COUPON TO THIS AD... but for sample and further details 
write artype Inc., Department 3, 30 E. Illinois St., Chicago 11, Illinois. 
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NAM’s $900,000 
Ad Fund Held 
for ‘Contingencies’ 


(Continued from Page 1) 
program prepared ly Mr. Parkes, 
and will use the information de- 
veloped from this study for “a 
consistent campaign which eventu- 
ally will serve as the real ‘back- 
bone’ of a long-range, construc- 
tive public relations program.” 

The study is evaluating media 
and copy techniques by field test- 
ing of various advertisements on 
the subject of corporate profits. 
Results will be made generally 
available later. 

When asked whether the NAM 
would tie in with whatever pro- 
gram may be developed by such 
organizations as the ANA, the 
Four A’s and the Chamber of 
Commerce, Mr. Parkes replied that 
NAM would “welcome” any efforts 
directed toward the same objec- 
tives, but said that if tie in meant 
that NAM would forfeit its privi- 
lege of speaking up publicly on 
various issues and presenting its 
point of view, he did not believe 
NAM should do so. 


Program Gets Okay 


Mr. Parkes said he now has 
general approval of NAM’s com- 
mittees and directors for his pub- 
lic relations program (AA, April 
22), the 1946 budget for which is 
$3,000,000. The program is built 
around the key issue of “Collec- 
tivism vs. Enterprise,” he said. 

NAM’s public relations has four 
objectives, according to the out- 
line, to “meet our competition” by 
trying to convince people that the 
desires, operations and results of 
manufacturing industry are in the 
best interests of the country; to 
demonstrate that industry is hu- 
man, “has a heart” and is not anti- 
labor; “to correct the fantastic no- 
tions” of the public as to cor- 
porate profits and convince the 
medium and lower income groups 
particularly, of “the necessity to 
them of a fair return on invest- 
ment”; and to oppose “every move 
that threatens the ability of the 
manufacturing industry to give the 
American people more and more 
of the ‘good life’ by advocating 
better solutions for economic 
problems” and fighting for con- 
tinuance of free competition. 

The program since last fall has 
dealt with five themes — recon- 
version, industrial relations, gov- 
ernment controls, government ex- 
travagance and industrial profits. 


Barto to Nemo Post 


Edmund L. Barto Jr. has re- 
signed from H. B. LeQuatte, Inc., 
New York agency, to become ad- 
vertising manager of Kops 
Brothers, New York manufacturer 
of Nemo foundations. Mr. Barto 
joined LeQuatte six months ago 
after two years’ Army service, and 
had previously been with Alley & 
Richards, New York. 


in 


AGENCY 


Beck Heads Jones Media 


Joseph F. Beck, with Federal 
Advertising Agency, New York, 
for 15 years, the last 10 as vice- 
president and director, has joined 
Duane Jones Company, New York, 
as media director. 


a 
‘My Baby’ Ups Rates 
My Baby, published by Shaw 
Publications, New York, will in- 
crease its page rate to $600 Jan. 
1, $660 April 1, and $690 July 1, 
with color pages and smaller units 


increasing proportionately. The 
publication, a monthly for ex- 
pectant and new mothers, is dis- 
tributed throughout the United 
States in department stores. Dur- 
ing 1946 distributing stores in- 
creased from 98 to 155, and the 
list will be increased to 180 by 
June 30. 


Plans Holiday Drive 

Ward Machinery Company, 
Brockton, Mass., manufacturer of 
Vestpsk, new pocket-size razor, 
has scheduled a Christmas cam- 


paign including full-color pages 
in Collier’s, Esquire, Holiday, The 
New Yorker and Time, and black 
and white pages in Christian Sci- 
ence Monitor, Field & Stream, 
Rotarian, Rudder, True, United 
States News and Yachting. 


To Rodgers & Brown 


Lomex, Inc., New York founda- 
tion garment manufacturer, has 
appointed Rodgers & Brown, New 
York. Consumer and business pub- 
lication advertising is being pre- 
pared for December release. 
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. Cover Catholic 
Schools, Churches, 
and Institutions 


area. 


at your dealers. 


There are a lot of farmers in the WSM listening 
We know they want 36 million dollars 
worth more of farm machinery than you can 
deliver to them in 1946. They need it. And 
they'll buy it as soon as it comes on the floor 


But the story will be different by 1947. Mean- 
while some smart manufacturers are going to 
put WSM to work —and that will narrow the 
demand to certain brands. 


For the five million folks within range of 
WSM’s fifty thousand watts have learned to 
count on this station and what is said over it. 
More than twenty years of square shooting 
makes a lot of difference in audience-response. 


The fact is, WSM is the only single medium 
that can reach this whole big market, and the 
one in which the people of the area have the 
most complete confidence and trust. Even an 
elaborate and costly combination of media can- 
not duplicate what WSM delivers for so liiile. 


HARRY STONE, Gen. Mgr. 
JACK HARRIS, Asst. Gen. Mgr. 
WINSTON $. DUSTIN, 


EDWARD PETRY & CO., National 


Comm. Mgr. 


Representatives 
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Broad Magazine 


Reader Survey 
Planned by MAB 


TAB Plans to Extend 
Fort Wayne Methods, 
ANA Meeting Told 


ATLANTIC Crry—The Magazine 
Advertising Bureau will announce 
soon plans for extension on a na- 
tionwide basis of a pilot study on 
magazine readership made late 
last spring in Albany, N. Y., by 


BEST DRESSED GIRLS 


ARE COVER GIRLS 


Stewart, Brown Associates, New 
York, Dr. Lyndon Brown, partner 
in that firm and recently elected 
president of Knox College, Gales- 
burg, Ill., told the Association of 
National Advertisers here. 

The Albany study was confined 
to one typical ward in Albany, 
using a list of 34 magazines. All 
respondents were _ interviewed 
twice—the first time within six or 
eight weeks after issue dates of 
the magazines included, and then 
four weeks later. 

The respondent was first shown 
a list of the 34 magazines and 
asked: “1. Have you looked 
through any of these magazines 
within the last six months?” The 
“fatigue factor’? was overcome as 
an influence upon results by 
changing the order of the maga- 
zines in each interview. Photo- 
graphic reproductions of covers 
and lead editorial pages were 
used, 


Four Questions Asked 


The interviewer then showed 
him pages from the magazines 
which he claimed to have read 


and with eacn page asked: “2. 
Have you read this particular is- 
sue?” “3. Do you remember read- 
ing any of the items on this 
page?” “4. Are you sure?” 

To be classified as a reader of 
a particular magazine, the re- 
spondent must have answered 
“yes” to all four questions. 

The method on the recall, or 
second interview, is similar. To 
an original family folder (which 
listed members over 15 years and 
other family information) is added 
a second questionnaire for each 
individual - interviewed. 

Analysis of the Albany results, 
Dr. Brown said, discloses the mag- 
azines’ “broad coverage of all eco- 
nomic groups, with a concentra- 
tion of circulation in the upper 
economic brackets”; also, “heavy 
concentration of circulation in the 
younger age brackets, among bet- 
ter educeted people, and among 
housewives, executives, clerical 
and sales people, and students.” 


Explains TAB Methods 


Two new methods of measuring 
outdoor advertising, developed by 


Traffic Audit Bureau in an in- 
tensive experimental survey in 
Fort Wayne, Ind., last spring, 
were described by V. H. Pelz, 
managing director of TAB, as 
“considerably more accurate than 
the methods used by TAB pre- 
war.” 

Results of the survey will be 
released later this year, Mr. Pelz 
explained. Meanwhile, plans are 
being made for extension of TAB’s 
operations to other markets. The 
new methods will supplement data 
on circulations, based on traffic 
counts. 

One method involved asking all 
persons of 14 years or older, in 
1,300 representative homes, 
whether they went out of their 
homes the day before; the destina- 
tion, purpose and time of such 
trips; what part of each trip was 
made on foot, by automobile, or 
by street car, and exactly—street 
by street—the route followed. 

Since the homes selected per- 
mitted projection to total popula- 
tion, Mr. Pelz said, “such data tell 
how many individuals are ex- 
posed to a showing and the rate 


is to bring 


many 


HERE IS A QUALITY COMMON ¢o the creations 
of all great artists, writers, musicians, poets, painters. All 
men feel it, even though they may fail to define it. We call 
it mastery, but it is infinitely more than that. To have it 


things into subjection, colors, words, tones — and ideas. 


{| Of course it implies skill. patience and a strong persistent striving after 


perfection. It is not necessarily a product of formal education, it is more 


likely to be an expression of the spirit. Even the art of reproduction can be 


animated by it. Great posters are not necessarily great paintings, but why 


shouldn’t they be? More people see them in the painter's lifetime than see all 


the paintings in the Louvre or the great galleries of the world! There are no 


laws against poster beauty that tells a sales story. McCandlish reputation for 


faithful reproduction suggests no limitation when beauty seeks reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS ¢& ADVERTISING DISPLAYS 


ROBERTS AVENUE ¢ STOKLEY STREET - PHILADELPHIA 
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of repetition, and permits a break- 
down of this information by sex, 
age and economic status. 


Study Motoring Habits 


“The other method used to 
measure coverage, which yielded 
some surprising sidelights on car 
driving patterns and habits, was 
to record the license number, dur- 
ing an 18-hour weekday, of every 
Indiana passenger car that passed 
any of the panels in a representa- 
tive showing. By putting these 
data on punch cards, and sorting 
by license number, it is possible 
to tell what percentage of cars in 
the market had an opportunity to 
see the advertising message on the 
panels.” 

Another part of the project con- 

sisted of two readership surveys, 
designed to measure the extent to 
which 12 individual posters were 
seen and remembered. One sur- 
vey was made before any of the 
posters was put up, the other after 
they had been up 30 days. This 
was intended both to eliminate the 
“confusion” factor and to indicate 
the cumulative effect of consis- 
tency and continuity in poster ad- 
vertising. : 
Broadcast Measurement Bu- 
reau’s station audience reports are 
in the mail to the 700 subscribing 
stations, Hugh Feltis, president of 
BMB, told the ANA meeting. A 
release date of Oct. 7 has been 
set to permit all station subscribers 
to receive their reports before any 
BMB station audience informa- 
tion is released to advertisers and 
agencies. 


Will Send Out Reprints 


Within a month, reprints of the 
station reports will be available 
for distribution to advertisers. The 
area report, in which advertisers 
can see the size of stations’ audi- 
ences in any county and in about 
1,000 cities and towns, probably 
will be published in late Novem- 
ber, with the network report fol- 
lowing in about 30 days. 

The interest shown in clinics on 
ways in which advertisers and 
agencies may use the BMB sta- 
tion and network audience infor- 
mation, recently held in New 
York and Chicago, Mr. Feltis said, 
has caused BMB to produce a 
sound motion picture, which had 
its premiere following his talk. 

He presented Paul West, presi- 
dent of ANA, with a print of this 
16 mm., 20-minute Kodachrome 
production, for distribution by 
ANA. Subscribing stations will 
hold meetings of advertisers and 
agencies at which the film will be 
shown. 


Describes Newspaper Projects 


Progress on several projects to 
improve advertisers’ use of news- 
papers, “that may well run into 
some millions of dollars,” was 
outlined before the ANA meeting 
by Alfred B. Stanford, national 
director, Bureau of Advertising, 
ANPA. They emphasize the bu- 
reau’s theme, “All Business Is 
Local.” 

Mr. Stanford announced pub- 
lication by the bureau of a six- 
month study of government. and 
privately gathered sales, market- 
ing and population data for each 
of the 3,072 counties in the coun- 
try. Also on cards are the circu- 
lation and cost by county of each 
daily newspaper. 

“This information,” he pointed 
out, “has never been together in 
one place before. Computations 
to enable you to evaluate markets 
—of even the most elaborate, spe- 
cialized character—can now be 
ordered by you through us and 
your order filled in a matter of 
days, even hours, if necessary.” 
Examples of the data provided 
were displayed in the meeting 
room. 

Monthly grocery store inventory 
studies, on the pattern of the New 
York World-Telegram, Mr. Stan- 
ford said, are now being operated 
by dailies, or soon will be under 


way, in 11 cities: New York, 
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Philadelphia, Boston, St. Louis, 
Cincinnati, Dayton, Los Angeles, 
Portland, Ore., Indianapolis, Gary, 
Ind., and Washington, D. C. 
‘These reports will be standard- 
ized, and will cover a minimum 
of 35 items in all cities. Results 
be available at bureau head- 
qgarters. In addition, brand pref- 
mce studies are available on 
lwaukee, Philadelphia, Chicago, 
aha, Indianapolis and Cleve- 
d. 
The Continuing Study of News- 
per Reading, financed by news- 
pers and conducted by the Ad- 
rtising Research Foundation, has 
now covered more than 100 daily 
newspapers. The bureau has an- 
alyzed readership of advertise- 
ments in 17 product classifications. 
In a recently completed study of 
more than 900 food ads, for ex- 
ample, it was found that “tech- 
niques used ‘in only 9% of the total 
linage were yielding 20% of the 
total readership.” 


Johns-Manville 
Puts All Products 
Into 6 Divisions 


NEw Yor K— Johns - Manville 
Corporation has reorganized its 
operations into six divisions, each 
responsible for production and 
sale of its individual line of 
products. 

Lewis H. Brown, president since 
1929, and newly elected chairman 
of the board and chief executive 
officer, said the realignment was 
designed to give impetus to J-M’s 
$50,000,000 improvement and ex- 
pansion program. 

R. W. Lea, vice-president for 
finance since 1939, who was 
elected president at the company’s 
annual meeting, announced the 
following division general man- 
agers: 

J. A. O’Brien, industrial prod- 
ucts; Harold R. Berlin, building 
products; A. S. Elsenbast, Celite 
division; E.'C. Brockett, Canadian 
products division; E. S. Crosby, in- 
ternational division, and A. R. 
Fisher, who is vice-president for 
production, manager of the asbes- 
tos fiber division. 

Alvin Brown, formerly assistant 
to Mr. Lea, has been elected vice- 
president for finance and a mem- 
ber of the board. John P. Syne, 
formerly assistant to the president 
and director of industrial and pub- 
lic relations, was elected a vice- 
president and assistant to the 
chairman of the board. 


Nielsen Shifts Eight: 
Orders More Audimeters 


A. B. Crawford, M. F. Chap- 
man and E. A. Pettersen of the 
New York office, J. D. Pope of 
the Chicago headquarters, and H. 
Coates of the Toronto office have 
been elected vice-presidents of 
A. C. Nielsen Company. J. P. 
Napier, head of the A. C. Nielsen 
Company of Canada, has returned 
to the Chicago office to work on 
developments of all new types of 
Nielsen service. D. M. Prather, 
vice-president in the Chicago of- 
fice, has been named to succeed 
Mr. Napier. Norwood Weaver, a 
vice-president, has been promoted 
to vice-president and assistant to 
the president. 

The company has increased its 
order of 400 new Audimeters to 
600, bringing the total number of 
Audimeters to over 2,000. 


Magazine Ups Rates 

Foreign Service, the Veterans 
of Foreign Wars magazine, will 
increase its circulation guarantee 
from 1,000,000 to 2,000,000, effec- 
tive with the March, 1947, issue. 
Advertising rates will be increased 
from $5 to $9 per line, with page 
rate becoming $3,600. 


Edson Poler Moves 


E. Edson Poler, formerly account 
executive with J. M. Mathes, Inc., 
New York, and a former editor of 
Apparel Arts, has joined the D. H. 
Ahrend Company, New York, as 
an account executive. 


Wildroot to Sponsor 
King Cole Trio 


Wildroot Company, Buffalo, 
which sponsored a half-hour 
Woody Herman show on ABC last 
season, will resume network radio 
advertising Oct. 19 with a 15- 
minute program on NBC, starring 
the King Cole Trio, a vocal-in- 
strumental group, and a weekly 
guest star. The trio recently fin- 
ished a summer engagement on 
the “Kraft Music Hall.” 

The contract for the new Wild- 
root show was signed through Bat- 


ten, Barton, Durstine & Osborn, 
and runs for 52 weeks. The pro- 
gram will be aired at 5:45 p.m., 
EST, over 155 NBC outlets. 


Seven New Stations 
Added to Yankee Net 


The Yankee Network has ex- 
panded its New England coverage 
to 24 full time AM affiliates along 
with two FM stations. The five 
newcomers to the regional web 
include: WMTW, Portland, Me.; 
WFAU, Augusta, Me.; WJOR, 
Bangor, Me., expected to be in 


operation around Oct. 15; WKBR, 
Manchester, N. H., and WwWco, 
Waterbury, Conn. 

The two FM stations are WGTR, 
Paxton, Mass., and WMNE, Mt. 
Washington, N. H., which will 
sign on the air at 8 "a.m. and sign 
off at 9 p.m. on Sunday nights, 
9:15 p.m. Mondays through Fri- 
days, and 10 p.m. on Saturdays. 


Hunt Foods Names Two 
John D. Vellis, formerly presi- 
dent of Guggenhime & Co., which 
was acquired by Hunt Foods, Los 
Angeles, last May, has been ap- 
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pointed vice-president in charge 
of the Guggenhime division, with 
headquarters in San Francisco. 
Robert H. Baxter, recently re- 
leased from the Army, has been 
named assistant to the president 
cf Hunt Foods. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicage 1 
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OLDSTER might well be thwarted in 


trying to explain the reason for any 


sg se el a So 


*PAT TALBOT 
Society Staff Writer 


etiquette in the dictum that the right leg of 
a pair of blue jeans on a comely teenster 
should be rolled four inches higher than the 
left leg, or vice versa. Many a coke and malted 
has gone down the hatch over the settlement 
of this world-shaking problem. 

The reasoning of the young is bland, but 
definitely. Therefore, to write about them 
with understanding and clarity requires vitality 
and youthful discernment of a high order. 

That’s Pat Talbot’s job at The Free Press. 
She must know who’s who among the juniors, 


where they’re going, what they’re doing and 


why. She knows however that “smart” writing 


gets nowhere with the sophisticated young. 


But they do appreciate and applaud the rounded 


sentence and the fulsome phrase provided the 


story is correct, the names right, and the doings 


chronicled without prattle. 


Because Pat and her associates in the 


women’s department of The Free Press edito- 


rial staff do a bang-up job, is one of the 


reasons why this newspaper is so widely read 


and appreciated by the younger set—why it 


carries so much advertising pointed squarely 


at the adolescent. 


JOHN S. KNIGHT, PUBLISHER 


Story, Brooks & Finley, Inc., Representatives 
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FORTUNE was the first magazine to list the advertising 
agency as the author of its client’s advertising in the 
“Index of Advertisers.” We did this in recognition of the 
important part our advertisers and their agencies have 
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5 ae elie : s.r oe es. i i i 
Agency—Ruthrauf & Ryan, Inc. Agency—Lee Barbe Co., lac. “oar 6 Wid x of Management. It is our testimonial to the men who 
y ff 
Tae ateietilbens, ine’ | ME Maen Gomes... 
Agenty—MeCann-Erickson, ° gency—Peck vertising A, ? 1C1 
B ilk Ganev. «228 . waa have made FORTUNE’s advertising pages the most 
E, B. Badger G Sons Company 70 ee ee ere” Pe Agency]. Walter Thompson 
? JM eetepareia AAS S © opis Domera: Chats Caz, tW6.. 60. coc biees 46 H f j bd © © 
. 4s ne N. 4 Son, Inc. ag date MacDonald-Cook Compass ouse of Hawleh 2a beautiful and best read in U.S. business 
aidwin Locomotive ,, SSSR a ee 
Agency—Ketchum, Macleod & Grove, Inc. Dorset Foods, Inc... 
Bank of Manhattan Camn>~- ublishin > 
Agency-—K Pp & 
?- of ts ; 
genty——L. 
Beli & Howel As 
ye FAs r OCTOBER, 1946 A recent survey discloses that 94.7% of 
Biltmore Hoft< 
Agency—ki 


Dogine Slentete FORTUNE subscribers regularly read the 
Agency—W. 


Bohn Aluminur 
Agency—Zin 


Bower Roller Bi 


York Stock Exchange 8 ads, and 22.7% read them not once, 
.New Yor 


tte i Owners. spears ee” isi Company ° 

pein Sieg Were Named for Their Gardner Advertising but twice or more. 
Bristol Brass Ci lf Pullmans . 

Agency—Suth For Sale: Service to investors —o Company 11 P 
L. L. Brown Pap: a Sl . The White “2 fe 

Agency-—Cowi sch ble as News.---*°°"°° D'Arcy Advertising Compa 
Buell Engineering Nothing's as Perisha 

Agency~-Donu For Sale: Trucks m 18 & 19 


‘ ji ste 
Burberrys, Ltd... Columbia Broadcasting Sy 


Agency—-Pican Direct 


“the time has come «+» to do something else’. - 


For Sale: Radio time 


gine & Airplane Corp. 21 


irchild En 
Fairchi Cecil & Presbrey, Inc. 


About Stratosfied Flying? . 


ou Heard 
~— conditioning for planes 


For Sale: Air 


C-O Two Fire Equ 
Agency--Fran 
Cadillac Motor Car 
General Motors 
Agency—MacMa: 


Calvert Distillers Cx 
Agency—Geyer, ¢ 
Canadian National F 
Agency—MeCann 
Canadian Pacific Ra 
Algency—NicKim « 
Champion Paper and 
Agenty—Jaap-Orr 


The Chase National 6 
New York 
Agency-—Al bert Fra; 

Chicago, Burlington & 
Agency-——-Reincke, i 

Chicago Wheel & Mfg 
Agency-—W eston- Ba: 


yfacturing Company 51 


Man 
= Phillips & Clark, Inc. 


Florez, 


eee 6? 


y at 35%. +s eer" 


d aircraft parts 


Old is a Compan 
_ For Sale: Automobile an 


American Car & Foundry Co. 82 & 83 


ng Dreams is the Railroads’ Business. - - - Lennen & Mitchell, Inc. 


quipment 
Lh) 
more money for less work?” - 


ploye relation problems 


Deliveri 
For Sale: Railway © 


Gordon B.-Miller & Co. 84 
a Perry-Brown, Inc. 


‘all those guys want Is 
For Free: Booklet on em 


The Mead Corporation 100 
Gray & Rogers 


ite and Green and Blue. .- - 


Painting the Town Red—and Wh 


For Sale: Paper phone & Telegraph Corp. 101 


; Tele 
fs Internationel facture Ruthrauff & Ryan, Inc. 


i Sees 
mile Eye d precision manu 


ctronic research.an 


WHERE INDUSTRY’S BEST BUYERS 


Sky Traffic Cop with 80- 


For Sale: Communications, 


Cincinnati Enquirer. . . 
Agency—Stockton, Bi 


Clearing Machine Corp, 


+n 10 Minutes!. -- The Glidden Company 103 
ein 


Agency—Adtertising . s1 Fi mith, Inc. ° 
4 Aiseciazed, ‘ - Sou " Smothers Raging Oil Fir nerypaee pigments, Meldrum & Fewsm! MEET ADVERTISING’S BEST SELLERS 
The Columbus Show Ca: Bean Soup ts, paints, chemicals, ‘ 
tence (Roa # ‘1 For Sale: Soybean produc $s, P Is naval stores 
“ig ane © ee mM : metals, minera » 


vegetable oils, 


_. . Shell Oil Co., Inc. 104 


C-O Two Fire Equipment 


Agency—Frank Best 8 ‘ ie re We ees EE PE Thompson Company 
Calvert Distillers Corp.. ll From Philip Morris. --- °° J, Walter ‘Miieies.....:. TD wiies Seibbiediea ited ii 
Agency—Geyer, Cornel Ca adil Jybrication ton 231 “Aney—-dinet tie 
Canadian Pacific Railway For Sale: Plo Chemicals Corporati d of New York. ..-.. 167 Bert Goldsmith, Inc. 
Agency—MceKim Adver. Wyandotte Inc airfax Advertising , 
i i alli of Germs..--> w. Ayer & Son, Inc. Rc WesternfBrass Mills, 
Catse Rapite nod tens Co Melons and Millions N. W. “s Division of Olin Industries, Inc... .. . 188 
eo. Sone a oot ied et Tamales, compounds  Fbeebee Py 84 Agency—D Arcy Advertising Company 
ampion Paper and Fibre nin * Thompson Co. - 
Axency—Jaap-Orr Comp For Sale: Cleaning re ae Byron Weston Sonenny TEP pee Be? 232 
SS 8 oe) eT es aad ea feo sg 7 OE, ee ee fd Be 56 Agency—-Walter B. Snow & Staff, Inc. 
The Chase National Bank ber considered Afton Co., lae . 
, eS ¢ 250 headlines in Octo \ ; oe Wheeler Shighuliding Corporation...... 23 
Agency—Albers Frank-Gi are a random dozen © ising’s best eer Or a a eae we vattavns 178 Agency--W eiss and Geller 
Chicago Wheel & Mfg. Co. = h for FORTUNE” by adverteme ‘¥ Associates Widmer’s Wine Cellars, Inc........... 72 
Agency—W eston- Barnett, Ce er COPE” feet meres ee ie LE ye Beet ee oe 22 Agency—Baldwin, Bowers and : 
Cincinnati Enquirer........ Udvertising Agency Strachan, Inc. 
Agency—Stockton, W rater’ news machine Tool Corp...........168 The J. B. Williams Co............... 34 
Ceagetng Machine Corpenatie Agency—Fred Wiziner, Advertising Agency—]. Walter Thompson Co. 
4 en wo Mba PEPIN 108) i 
2 Yoveticeed jy Simplex Time Recorder...............2 Willys-Overland Motors, Inc........... 163 
The Columbus Show Case Ce 6 gency—Sherman B. Paris Advertising Agency—Ewell 8 Thurber Associates 
Agency-~Harry M.‘ Miller,- Lic. L J. E. Sirrine & Company........... 2. 
Combustion Engineering Co,, Inc........ 40 : ‘ Agenty—Roland G. E, Ullman Org. 
eee ie ann Co. hte a Transportation 2628 Mpa Seawecse Warehouse & — ri ve me se 
Com i redit Company............ . Palos Aoed ge aes" pe OE MRD a anni i ,as 
Vansant, Dugdale 8 Co, Inc, Agency—Weiss and Geller Agency—Willard B. Golovin Co. Agrarp-titter, Ned @ Bettie Adviidliing ¥ 
Commonwealth Edison Co. G Subsidiaries. 39 General Electric Co. (Plastics Divisions) 8 Lewyt Corporation...... pete ; ; : 
Agency]. R. Pershall Company Agency—Benion % Bowles, Inc. Agency-—Hicks & Greist, Inc. i pe By Adbiching by Br me ‘Mathes, Ine.” °°" " FOR ¢ 
Container Corp. of America............ 149 The Gerson-Stewart Corp 3Z _Lincoin Division Ford Motor C . ' pric By: ae or of the 
een AY IE? ‘ : Peers eseveeeas ’ . ompan 37 W. L. St i he . 
Agency--N. W. Ayer 8 Son, Ine. Agency—Lang, Fisher 6 Stashou er, Inc. Agency—]. Walzer Thompson Co. ’ ‘domed Ft Davie Re Inc. Bk presid 


: (8 
| a — 
nn 
po 

a The Austin Company................. 8 Po 
" ; Agency-—Fuller & Smith 8 Ross, lnc. Be Po gr 
kit 
CEL 
proc 
ee _ eee “bel 

Left 
a a TL a — De bs . *¥ Phil 
FEAT 
ee Adve: 
airpor 

| ele : 7 
_ ee eee eS transp 

E 


ns oa ee 


Advertising Age, October 7, 1946 85 


PHOTOGRAPHIC REVIEW 
OF THE 
WEEK 


$3 HOTPOINT KITCHEN—Edison General Electric Appliance Co. has photo- 
le graphed hundreds of these mock-ups to show home owners how their all-electric 


kitchens will look. Each plan and picture may be had for $3. (Story on Page 67.) : Good things call bor Mois x 
* 7 | 


ag YOU LIKE IT---IT LIKES YOU! 


-that Goes Double for Coffee _ "FAMILY FUN' COPY—One of the series of ads being featured in more than 
: ait ; 10 national magazines by the Seven-Up Co., St. Louis. The ad is part of a 
' _ campaign scheduled to run through 1947. J. Walter Thompson Co., Chicago, 

is the agency. 
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"9 
‘ete wer yr a nas sci sashes 
CELEBRATING—Happy over the initial “cutting” of the Philco-Bing Crosby ) 
program, which makes its radio debut over the ABC network Oct. 16, three The Frienitly Drink ;.trom Qeod Neighbors 
“behind the scenes" executives got together recently at a Hollywood cast party. Hebron nya. haengat am 
Left to right: James H. Carmine, Philco Corp. of America vice-president from Swe ee ee 
Philadelphia; Everett Crosby of the Crosby organization, and Hank Booraem, ' : 
Hutchins Advertising Co. Hollywood office general manager. COFFEE COPY—Fall ads of the Joint 
Coffee Promotion Committee of the 
Pan-American Coffee Bureau and the 
National Coffee Association use the 
“Good things call for more—that goes 
v7 ' double for coffee" theme. Through 
ies ~ —_, ye J. M. Mathes, Inc., New York, ads are ; 
te ANYTIME eS running in American, American Weekly, TELEVISION DINNER—Don McNeill, who has breakfast over the air five times 
> s: “ie ill Collier's, Country Gentleman, Farm a week, has now added a weekly "dinner club" stint for Marshall Field & Co., 
a a = Journal, Life, Look, Progressive Farmer, Chicago, over television station WBKB. At a party celebrating inauguration 
ve Mie : and Saturday Evening Post through of the video show, Mr. McNeill is sandwiched between Hughston M. McBain, 
November. president of Field's, and Fairfax M. Cone of Foote, Cone & Belding, the agency. 
FEATURES CUTOUTS—This third dimensional poster, constructed by West Coast 
Advertising, is located on San Francisco's Bay Shore highway near the municipal 
airport and other cutout spectaculars are being erected for Douglas Aircraft 
Co. on main arterials leading to airports of all cities served by the Douglas DC-4 
transports. The Douglas campaign, handled by J. Walter Thompson Co., also 
includes magazines and newspapers. 
SS 
183 
‘ 
232 
23 
72 
34 
163 
AT ANA'S ATLANTIC CITY CONVENTION—Upper left: Paul West, president of the Association of National Advertisers; 
i161 FOR GOOD MARKS—Vernon R. Churchill, president, Advertising Association H. T. Elcock; Mrs. West, and D. B. Stetler, advertising director of Standard Brands. Upper right: |. W. Digges, ANA counsel, 
of the West; Wilmot Rogers, California Packing Corp., and Lou Townsend, and Robert B. Brown, vice-president and director of advertising of Bristol-Myers Co. Lower left: W. B. Putter, Eastman 
149 president of the San Francisco Ad Club, check the score at the recent San Kodak Co., ANA program chairman, and Lowell B. Mason, Federal Trade Commissioner. Lower right: Mrs. D. B. Stetler; 
Francisco dinner of Brand Names Foundation. Albert Brown, director of advertising and merchandising of Best Foods and ANA treasurer, and Mrs. Brown. 


AS 0 Sealed 
SRNL 5 3 é , a; ear. . . PRS y EM Nw So pehee vee ie 5 iy cree ‘ ‘ ies ; Raey , atemimy al wen 34 : _ — pay a4 aa ee ey hopes. Bae ‘ ete fie DE ES tame nee 7 
MM i 2 of é ma Pal KS : : £3 Saas F ? et aa Urea on FA ‘ , e Sob Seip y e * « s - : F ‘ = Fe se 
i SP 3 3 we ted 
S ; q © dite 
; hy : SA Sino 
. “ék 
7. 3 RAs, . : 
MAKE HOME THE FUN CENTER gaan oat SERS aR 
BE A “FRESH UP FAMDLT! et EF Se aK . as es 
When tie house de ringing with voung laughter cS ay : » ¥ aie _— ro AES 
eR en Pert e's perp thet'e Ramm when ¥ 7 " & ¥ Pl : 
sooresing, * Lips realy satitiiates’ There's something ‘ Pe& 4 ‘ 
ahou? the livety “fresh ap” favor of 7-15 ee 
ae A PRB ore 
Sereditee Chat mewtchwe the mereest men < Saawes 8 BS 
Fhe a “frosts ap” Qaimsly’ Share your ehedeon's Ses 4 % Ss 
fam. Arxt sduere, tan, Uhelt etijaymaemt af America’s 7 SS YY a 
eety drink = whakencate. (rpatat~cinar T1'p! 
Oster your “fresh up” at any phere that dixglace the 
extra! Lip stem: = 
g (Sas oeere 8 Eeatee 
at ay Pee oo) ie RR ae A. 
4 Sta ee pita at a od — s = . . aS SUN 4 : =e 
: . A 1) i/~ ¢ Se a Re bE Ce 
ae : = ‘a oe , 4 bs . A 
2 Tr. °— See, 4 « 
ie - SS i a rs —— ; 
ward ears ees a 3 4 Pic. co ay . i =. ‘ af Sees Je 
es ~ 3 ee oe tae ee ova ; : i. Gre te 
4 ae oS . & ee ee * a wer a; Sl 2 eS 4 pe i: > Sa 
e > hie ee i pid Rew ae ix § a i ss” 
i ee 4 : “ sae : a eal o ae ae , ey : aaa — a co , é Ss : 8 Fs Re ke : Yv F e 
: _ nn || a . MD : oe : 
e =. 2 fi Pets 2 iGy 
: ae “on "i a : bef oe ey Bo fae 
- iy # ae yo aoe SO ae : 
tat 5s - ha peste Biv. 1 
4 a Seoted teal P =~ * re eos: ee Pil 
oe = : P eat ae: fe 
::. a Se cere Soe oe a : = 
a <7 cae os ES GATOS aye ae 
O ; ‘ : 2 say A ; aS — : & i z 
oe Ea eee Lar po] eS ees OP 1 eae ae tee : ARI Re ats az ee Ging ay & 4 ¥ : ma SS oS es Fs 
tae ar ag ee ne ee eg om at wel | Ress # aa a i me) Re : eo eee Se Bos “ We es 
- ai *. 9 * ; é . . 3 eames 2 ae Nh $55 : 
sk es ; Fi ; aa TR sips “ ¢ ? . at sets aah SSS “i oe 
Be ecm (pd = Ske ieale ¥ a t al = — 2 eee cy ip ‘ eo eet eee Ss Se si? F 
ss Se ee a a ig a eat * . # = fe 2 ‘i eS. ay hoa 
ee en — a . i: : WW - 4 NAS Se Fs " ‘ 
fo Z po ~ 2 i ; 3 cS * 
= ae oma: Se: er ee * f od ath pits het % bss ~} ~ f *, ; ] 
1 in ie 2 am oe : ‘ Aeaawene AN? , ia ‘ } 
a ee ee < ae De a iis Seah ‘ 
ae 2 i ee ll ; ae! Oe aay f ' 
és eer Mek ‘ a ea =e ee a i at WS > aes Pe. ee OSE oe Rees eS. 
2 an i a ee es Peace é To ae : oe ee ie pe as retie Ry ; 
3a — ll lk Me 23. eee = Mie. : Segre et me aS : 
a — ee ee ae : s Bi vt 
- .-. ee f : Be : es. : s ek 
. = Se ae ? — oe dias 4 ee ¥ . e 
ye 
ee os 
ae 
aie = 4 e " ari 5 2 i, 34 r sy 7 J . : : : . { 
i 


Full Decontrol — 
of Newsprint 


Urged by SNPA 


Suppliers Will Hold 
Reasonable Price, 
Chandler Maintains 


EDGEWATER PARK, Miss.—News- 

print occupied the center of the 
stage at the annual convention of 
the Southern Newspaper Publish- 


« 


missOURISD MARKET 
| pd 


ST. JOSEPH NEWS-PRESS 
— St. Hoscph Onzette 


ers Association which closed here 
Wednesday. 

Resolutions calling for complete 
decontrol of newsprint by both the 
OPA and CPA were adopted fol- 
lowing an address by W. G. 
Chandler, Scripps-Howard News- 
papers, and president of the 
American Newspaper Publishers 
Association, who urged that such 
action be taken. 

(For Washington action last 
week on newsprint production and 
prices, see story on Page 87.) 

The reasoning back of the SNPA 
resolutions is that due to the world 
shortage of newsprint and the 
more attractive markets available 
to Canadian ‘paper manufacturers 
in other countries, OPA should 
free newsprint of price controls 
and permit the U. S. price to rise 
sufficiently to insure this country 
continuing to receive the major 
portion of the available supply. 
Publishers are less fearful of 
price rises than of inability to ob- 
tain sufficient paper for their 
needs. 

“The print paper supply will 
be diverted to other markets for 


several years to come,” Mr. Chan- 
dler asserted, “unless the news- 
print manufacturers are free to 
charge, and the publishers free to 
pay, an adequate newsprint price. 

“Speaking from long years of 
dealing with U. S., Canadian and 
Newfoundland manufacturers, I 
accept their unqualified assurance 
that, barring general inflation, 
they will protect their long-term 
interests in maintaining a market 
price which publishers can afford 
to pay. 

“They are determined to the 
limit of their power to eliminate 
the possibility of a spot market 
or a black market. 

“The CPA is being asked to join 
with OPA in eliminating news- 
print controls by withdrawing 
present restrictions on newsprint 
inventories.” 


To Study Southern Prices 


The action taken by SNPA is be- 
ing followed by similar action of 
the board of directors of the 
American Newspaper Publishers 
Association. 

Concern over the ability of pub- 


lishers to obtain newsprint in 


‘needed quantity was expressed in 


another way, when at the sugges- 
tion of Mrs. Oveta Culp Hobby, 
Houston Post, the association au- 
thorized appointment of a com- 
mittee to investigate zone news- 
print prices as they affect south- 
ern buyers. The mill net on south- 
ern shipments is said to be below 
that of other regions, thus increas- 
ing the difficulties of southern 
publishers in obtaining their share 
of available paper. 

Another facet of the newsprint 
situation was the report of a news- 
print committee headed by Clar- 
ence Hanson, publisher of the 
Birmingham News and Age-Her- 
ald, who reported the develop- 
ment of another southern news- 
print mill, to be operated by the 
Coosa River Newsprint Company, 
at Childersburg, Ala., with a ca- 
pacity of 100,000 tons a year. A 
plant formerly operated for mu- 
nitions manufacture by the gov- 
ernment has been leased and will 
be equipped with two machines. 
All necessary financing has been 
assured, as the success of the 
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“But all I need to know is that Solid Cincinnati reads The Cincinnati Enquirer” 


Significant, isn’t it? That The Enquirer’s circulation gain for the past year is 
almost double that of both other papers combined! And the circulation is zooming 
still higher because today’s Enquirer is made up and edited in a way that has 
real pull with Solid Cincinnatians. News that’s complete, but boiled to the essence. 
Editorials that are written without kid gloves. The best, most comprehensive 
line-up of features and comics in town. Every one of them readership tested! No . 
wonder advertising packs a wallop in this paper and The Enquirer is read from 
front page to last—and by the solid people in the Solid Cincinnati Market. 
And that’s something to remember when Cincinnati is on your list! The Enquirer 
is represented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 
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Southland Paper Mills at Lufkin, 
Tex., sponsored by the SNPA, has 
indicated the practicality of man- 
ufacturing newsprint from south- 
ern pine. 


ITU Demands Discussed 


Labor relations and the threat 
of widespread disturbances due to 
the demands of the International 
Typographical Union were also fea- 
tured in the discussions. Nelson R. 
Poynter, St. Petersburg Times, one 
of the two newspapers there which 
were struck last November, told 
how these papers have successfully 
carried on without missing an is- 
sue, Since the economic policies 
of the ITU will ultimately mean 
ruin and impoverishment of both 
the industry and its workers, he 
suggested that publishers and 
other employers of members of 
the union take advertising space 
in the Typographical Journal, the 
official ITU organ, to demonstrate 
the fallacies of Woodruff Ran- 
dolph, the International president. 

Because of the death of Carl B. 
Short, Roanoke Times, George C. 
Biggers, Atlanta Journal, and 
chairman of the board of SNPA, 
presided over the sessions. He 
was reelected chairman, E. B. 
Stahlman, Nashville Banner, be- 
ing chosen president. J. E. Chap- 
pell, Birmingham News and Age- 
Herald, was elected treasurer, and 
the following were chosen to fill 
vacancies on the board: Charles 
P. Manship Jr., Baton Rouge State 
Times and Advocate; T. M. Heder- 
man Jr., Clarion Ledger, Jackson, 
Miss.; C. C. Council, Durham 
Herald and Sun; Roy McDonald, 
Chattanooga News-Free Press and 
Times, and Charles Hodel, Post- 
Herald and Raleigh Register, 
Beckley, W. Va. Walter C. John- 
son was reelected secretary- 


manager. 


Maude Scholle to Head 
Manville Fabrics Unit 


Maude Scholle has resigned as 
fashion merchandising adviser with 
Welling Sears Company, New 
York, to assume 
charge of adver- 
tising and sales 
promotion 


for Manville Fab- 
rics, Inc., New 
York. 


Before joining 
the Sears com- 
pany, Miss 
Scholle was style 
director for Pep- 
perell es 

any and chief o 
ee ff ax the ian Maude Scholle 
reau of Montgomery Ward & Co. 


Now Elliott-Daly Co. 

John C. W. Daly and Wallace F. 
Elliott have acquired the interest 
of Philip G. Lasky, who has re- 
joined Associated Broadcasters 
(AA, Sept. 23), in the Lasky Com- 
pany, Oakland and San Francisco 
agency organized last spring by 
Mr. Lasky and Mr. Elliott. The 
agency will now be known as 
Elliott-Daly Company, taking over 
the accounts handled by the for- 
mer company. 


Woman Heads ZBM 


Eleanor L. Larsen, formerly as- 
sociate radio director of Geyer, 
Cornell & Newell, New York, has 
been named general manager of 
the Bermuda Broadcasting Com- 
pany’s Station ZBM. She succeeds 
Cole Wylie, who resigned due to 
illness. 
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Seek Decontrol 
of Newsprint; 
Rationing Unlikely 


WASHINGTON—Publishers worked 
through the Boren newsprint com- 
mittee of the House last week to 
argue that OPA should remove 
ceiling prices from newsprint de- 
spite the admittedly critically short 
supply. 

As the committee opened a spe- 
cial series of hearings, ANPA 
General Manager Cranston Wil- 
liams asserted that continued con- 
trols would not increase supplies 
over the next few years. 

Insisting that publishers are 
competent to run their own busi- 
nesses, he said: “There is little 
hope indeed if OPA is all that we 
have to depend on for a solution 
of the problem.” 

Mr. Williams pointed out that 
newsprint production is running 
11% above 1941. He said buyers 
of newsprint with long experience 
have no fear of a runaway mar- 
ket. 

For an entire day the committee 
sought to break down OPA’s argu- 
ment that decontrol would not re- 
sult in additional paper, since 
Canadian mills are operating at 
99% of capacity. 

“With the world price at $85, 
can we expect additional ship- 
ments to this country while our 
price is held at $74?” Rep. Charles 
Wolverton (R., N. J.) asked. 


Warns of Diversion 

Fred C. Holder, director of the 
industrial price division, who 
spoke for OPA, contended that de- 
control of newsprint might divert 
pulp from other papers, industrial 
products and specialties, such as 
sanitary tissues, toilet paper, etc. 

He said OPA had not deter- 
mined yet whether newsprint 
would be controlled after Dec. 31. 
when price ceilings are to remain 
only on items important to busi- 
ness or living costs. 

Mr. Williams reported that 
ANPA directors, the newsprint 
committee of the National Edi- 
torial Association, and members of 


~ the Southern and California Press 


Associations had all adopted reso- 
lutions asking an end of newsprint 
price control. 

Rep. Clarence Brown (R., O.), 
wanted to know how OPA could 
justify continued control of news- 
print when the people who use it 
come in and testify that they want 
it decontrolled. 

When committee members 
argued that a higher price would 
encourage mills to expand their 
capacity, so that in two years more 
paper would be available, Mr. 
Holder said that OPA has no au- 
thority to increase prices unless a 
production increase will result di- 
rectly. 

Pleading for an immediate de- 
cision, Mr. Williams said he didn’t 
care how OPA worked it out, so 
long as it came to the conclusion 
that newsprint should be decon- 
trolled. 

Meanwhile CPA Chief John 
Small said it was unlikely that 
newsprint rationing would be re- 
stored. He conceded that the 
situation is critical, but pointed 
out that no papers have been 
forced to close for lack of paper. 

As the newsprint shortage once 
more commanded attention, how- 
ever, Mr. Small brought back into 
the scene, as a consultant, Hale 
Steinman, Lancaster, Pa., pub- 
lisher, who directed the printing 
and publishing division through 
the decontrol period last winter 
and this spring. Since the news- 
print supply will not increase in 
the foreseeable future, backstage 
discussions here worked toward 
some sort of industry agreement 
which would voluntarily stabilize 


prices throughout 1947. 

In some of the preliminary dis- 
cussions, Canadian mills have 
stood by the $85 world price as a 
basis which would permit them to 
put additional money into new 
plants and machinery for 1948, 
while U. S. Publishers have sought 
a lower figure, perhaps $80. 


JOHN B. CURRY 


Boston-——John B. Curry, a leader 
in the New England graphic arts 
industry and a director of the Ad- 
vertising Club of Boston, died 
Sept. 19 at his home in Milton, 
Mass. Mr. Curry, treasurer of 
Machine Composition Company at 
the time of his death, was a past 
president of the International As- 
sociation of Printing House Crafts- 
men and the Boston Club of 
Printing House Craftsmen. 


WALTER HEUCK 


CINCINNATI—Walter Heuck, 58, 
head of the accounting department 
of Walter Haehnle Advertising 
Agency here, died suddenly at his 
home Sept. 23. 


PAUL S. PERRY 

CINCINNATI—Paul S. Perry, 54, 
president of Perry - Brown, Inc., 
advertising agency here, died Sept. 
18. Mr. Perry operated his own 
agency from 1917 until 1937, when 
he formed a partnership with 
Theodore Brown. 


DOUGLAS W. BRASHEAR JR. 


NEw YorK—Douglas W. Bra- 
shear Jr., an employe of Grant 
Advertising who had been dis- 
charged from the Marine Air 
Corps a year ago, was killed in a 
plunge from the 76th floor of the 
Empire State building Sept. 27. 
He was the son of an executive of 
American Tobacco Company. 


CHARLES HATFIELD 


St. Lours—Charles Hatfield, 60, 
former president of the Hatfield- 
Hummert Advertising Agency 
here, died Sept. 26 of a heart ail- 
ment. 


Radio Club Elects Faust 


Holman Faust, Mitchell - Faust 
Advertising Company, was elected 
president of .the Chicago Radio 
Management Club Wednesday. 
Others elected were: Vice-presi- 
dent, Mark Smith, Presba, Fellers 
& Presba; secretary, Kay Kennelly, 
Arthur Meyerhoff Company; treas- 
urer, Kenneth E. Shepard, K. E. 
Shepard Advertising, and trustees: 
Harlow P. Roberts, Goodkind, 
Joice & Morgan; Margaret Wylie, 
J. Walter Thompson Company; 
Hilly Sanders, Mitchell-Faust Ad- 
vertising Company, and John T. 
Carey, Station WIND. 


‘Newsweek’ Offers Four 
Editions in One Package 


Newsweek will offer four edi- 
tions—Hawaii, Manila, Tokyo and 
Australia—as one package with 
the same basic black-and-white 
rate of $300 a page, which pre- 
viously applied to Hawaii only, 
effective Oct. 1. The circulation 
guarantee will be 35,000 plus a 
bonus of 15,000 copies, which rep- 
resents sales to military units in 
the Manila and Tokyo areas. 

The publication will continue to 
allow a 5% discount to advertisers 
using either two or all of the 
three advertising packages—News- 
week’s Pacific editions, continen- 
tal editions, and Newsweek-Pan- 
America by Air. 


Dictaphone Names Y&R 


Dictaphone Corporation, whose 
account has been handled by Mc- 
Cann-Erickson since 1924, has ap- 
pointed Young & Rubicam as its 
agency effective Nov. 1. Bert Tilt 
will be the Y&R account execu- 
tive. 


Names A. W. Lewin 


Plastic Art Toy Company of 
America, East Rutherford, N. J., 
has placed its advertising with 
A. W. Lewin Company, New York. 


‘Last Minute News Flashes 


Biow Names Alden V.P., West Coast Chief 
San FRaNcisco— John M. Alden, for the past two years Pacific 
Coast manager for the Biow Company, has been elected vice-presi- 


dent of the agency in charge of the West Coast. 


He was formerly 


with J. Walter Thompson Company, San Francisco, in charge of the 
Wine Advisory Board account, and with BBDO as its first account 


executive in California. 


Arch Crawford Takes NPA Post 


New YorK—Arch Crawford, Curtis sales executive who headed the 


Periodical Publishers Association’s 


pulp and paper committee during 


the war, has been named to succeed Donald G. Shook, now co-pub- 
lisher of Look, as acting executive secretary of the National Publishers 
Association. Walter G. Fuller, Curtis president, said he had agreed “to 
assign Arch Crawford . . . to the NPA during the emergency months 


ahead.” 


Tucker Names Henry A. Loudon Agency 
Cuicaco—Preston Tucker, head of Tucker Corporation, has named 
Henry A. Loudon, Advertising, New York, to handle advertising for 


the new Tucker Torpedo automobile. 


Mr. Tucker made the an- 


nouncement at a meeting here where final arrangements were made 


for a $20,000,000 issue of Tucker stock to the public. 


Advertising is 


expected to begin early in 1947, but the extent of the schedule and 
media to be used have not been revealed. 


‘Times’ Objects 
to Film Copy 


New YorK—The free-wheeling 
superlatives of movie advertise- 
ments got a brief check here last 
week when the New York Times 
Ceclined to accept the wording of 
an advertisement for United 
Artists’ “Scandal in Paris.” 

The advertisement said, “The 
whole town’s talking about ‘Scan- 
dal in Paris’.”” The Times, taking 
literal viewpoint, said it doubted 
that the whole of New York was 
chattering over the picture, and 
declined the copy. 

United Artists said it had never 
been pilloried by the Times be- 
fore, and was at first disposed to 
argue the matter on the grounds 
of legitimate exaggeration. Later 
the film company decided that 
the controversy was relatively un- 
important and switched its copy. 
All other New York dailies sched- 
uled ran the ad as originally 
phrased. Buchanan & Co. is the 
agency. 


Warns Against Video 
Over-Commercialization 


A Radio Manufacturers Associa- 
tion director, foreseeing television 
throughout. the U. S. as a reality 
within a year, urged last week 
that an early curb be erected 
against over-commercialization of 
this medium. 

Addressing the Poor Richard 
Club in Philadelphia, Joseph Gerl, 
president of the Sonora Radio & 
Television Corporation, proposed 
that an industry-wide group be 
formed to draft and enforce a code 
of ethics for commercial video 
programs. Without such action, 
he fears, television “may turn out 
to be nothing but a complicated 
mechanism for . . . selling mouth 
wash and deodorants.” 


‘Companion’ Ups Prices 

The Woman’s Home Companion, 
published by Crowell-Collier Com- 
pany, New York, has increased its 
newsstand price from 15 to 25 
cents per copy, effective with the 
November issue. Subscription 
rates will rise from $1.50 to $2.50 
per year, from $2.50 to $4 for two 
years, and from $3 to $6 for three 
years. The increase was an- 
nounced due to “increased operat- 
ing costs.” 


WOR Promotes Series 


While the Mutual network is 
airing Gillette-sponsored play-by- 
play broadcasts of the World 
Series this week, WOR, Mutual’s 
key station in New York, will have 
Western Union boys equipped with 
portable radios stationed at stra- 
tegic points around Manhattan. 
Large lapel buttons worn by the 
boys will invite passersby to... 
“Ask me the score, over WOR.” 


Seamless Names C&D 


Seamless Rubber Company, New 
Haven, Conn., has named Cowan 
& Dengler, New York, to handle 
its advertising. 


Purdy Resignation 
Won't Affect New 
Magazine Plans 


NEw YorK—On the front page 
of the Sept. 30 issue of ADVERTIS- 
Inc AGE there appeared a news 
story regarding Ken Purdy leav- 
ing the Crowell-Collier Publishing 
Company. The information on 
which the story was based was re- 
ceived just before the closing date 
of the issue and the editors did 
not have sufficient time to check 
the facts with Crowell-Collier. 

A check since the appearance of 
the story has shown that certain 
statements regarding Mr. Purdy’s 
connection with Crowell - Collier 
and its plans for an international 
magazine were in error. The facts 
are as follows: 

The proposed Crowell - Collier 
international magazine will not be 
called Victory, and it has no con- 
nection with that wartime OWI 
publication, as may have been in- 
ferred from the use of that title 
in the headline. According to 
Crowell-Collier sources, Mr. Purdy 
was not the “originator and spark- 
plug” of the projected publication, 
as much planning had been done 
before he was employed. His prin- 
cipal contribution was the prep- 
aration of a dummy, which was 
later discarded, Crowell - Collier 
says. 

Since no starting date for the 
projected magazine had been set, 
there have been no postponements. 
Mr. Purdy’s resignation, Apver- 
TISING AGE is assured, in no way 
affects the future of the proposed 
publication. 

DeWitt Patterson is not general 
manager and Herman Hettinger is 
not publisher of the proposed 
magazine. 

ADVERTISING AGE regrets the er- 
rors contained in the article. 


Names Kremer Agency 


Ozburn-Abston & Co., Mem- 
phis, distributor of automotive 
equipment in five southern states, 
has appointed Merrill Kremer, 
Inc., Memphis, to handle its ac- 
count. Newspapers, direct mail 
and radio spots will be used. 


Crosley Cancels Ads 


Crosley Motors, Cincinnati, has 
canceled all advertising plans ex- 
cept direct mail for its midget car 
because of material shortages 
which prevent the company from 
going into extensive production. 


Hennessy Joins KMOX 


Robert J. Hennessy, recently re- 
leased from the Army air forces, 
has been appointed director of 
special events and publicity of 
Station KMOX, St. Louis, succeed- 
ing Jerry Hoekstra. 
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C&O Railroad Wins 
‘Financial World’ 
Golden Oscar 


New YorK—The golden “Oscar 
of All Industry,” sponsored by 
Financial World for top leadership 
in 1945 corporation annual re- 
ports, was awarded here Oct. 4 to 
the Chesapeake & Ohio Railway 
Company, Cleveland, at a ban- 
quet attended by more than 1,000 
industrialists and bankers. 
Robert R. Young, C&O chair- 
man, accepted the trophy for his 
company’s report, which was 
among more than 3,000 entered. 
This year’s contest was the largest 
since it was originated in 1940. 
In addition to the C&O, which 
also won the silver award for the 
best of all transportation, silver 
Oscars also went to the Caterpillar 
Tractor Company for the best re- 
port of all manufacturers; Seattle 
Gas (public utilities), and Nation- 
al Securities & Research Corpora- 
tion (financial). Duquesne Light 
Company received top award for 
the best 1945 annual report cover 
design, and Standard Oil Com- 
pany (N. J.) won the Oscar for 
the best annual report advertise- 
ment of the year. About 100 ad- 
vertisements were submitted. 
Bronze Oscars for the best cover 
designs of the year also went to 
Standard Oil Company of Cali- 
fornia (best photographic), Trans- 
continental & Western Air (best 
two-color), Braniff Airways (best 
three-color), and Duquesne Light 
Company (best four-color). 


Care Announces | 
One-Third Slash 
in Food Pack Cost 


NEw York—The Cooperative for 
American Remittances to Europe 
(CARE) last week used large- 
space newspaper advertisements 
to announce that the price of its 
former Army ration package has 
been reduced from $15 to $10. 
Previous newspaper copy de- 
scribed how the cooperative 
agency works (AA, July 8). 

Lt. Gen. William N. Haskell, 
executive director of CARE, who 
announced the reduction in price 
of the packages, said that the 
War Assets Administration, which 
controls the package stocks, had 
agreed “to reduce the price of the 
food packages to CARE in order 
to speed their disposal while the 
need for food in Europe is still 
in an emergency stage. .. It is 
hoped that the reduced price will 
enable more Americans to send 
more food packages to help the 
needy in Europe.” 

Benton & Bowles is the agency. 


Ledgerwood Rejoins 
Gray as Space Buyer 


Dorothy Ledgerwood, recently 
released from active duty in the 
Waves as a lieutenant commander, 
has returned to 
Russell T. Gray, 
Chicago  indus- 
trial advertising 
agency, as space 
buyer. For 16 
years prior to 
joining Russell T. 
Gray, she did 


editorial, adver- 

tising and pro- 

duction work for 

a ee coe — 
Miss ger- 

wood is @ mem- D. Ledgerwood 

ber of the Women’s Advertising 


Club of Chicago ar— the Chicago 
Federated Advertising Club. 


Pex Hosiery to Waters 


Gildesgame Corporation, Brit- 
ish importer and manufacturer of 
hosiery, knitwear and underwear, 
has appointed Norman D. Waters 
& Associates, New York, to handle 
American advertising on its com- 
plete line, including Pex hosiery. 
Class magazines, newspapers and 


business publications will be used. 
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In selling, one fact is worth a carload of 
conjecture. 


That’s why successive issues of the Chicago 
TIMES Pantry Pell are awaited eagerly by 
food producers and advertisers whose market 
is in the Chicago area. 


For the fact-crammed Pantry Poll is an 
accurate, unbiased inventory of the food pur- 


chasing preferences of Chicago housewives. ' 


Data for the report, published thrice yearly, 
is gathered by Northwestern University in- 
vestigators who go! into 400 representative 
Chicago pantries to tabulate the types, 
amounts and brands of foodstuffs on hand. 


These accurate statistics serve as a basis 
upon which members of the foods industries 
may revise their advertising or distribution 
procedures for greater effectiveness. 


Pantry Poll is a free service. It is typical 
of the “plus values” that advertisers have 
learned to expect from The Chicago TIMES 
» + « one of many reasons why experienced 
advertisers say, at 


Tell Them in , 


Suan ee ee eee seneeseseE, 


| Write to— 
Pantry Poll, The Chicago TIMES 
211 W. Wacker Drive, 
Chicago 6, Ill. 
for your free copies of forthcoming 
issues. 
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Rough Proofs 


“America’s top comics,” says the 
Houston Chronicle, “are a top 
form of reading with adults as 
well as children.” 

That must mean that radio 
comics are classified as adults. 


ae ae 


“Did you ever,” inquires the Ad- 
Libber, “see a photo of a gal wear- 
ing a girdle who looked as if she 
needed one?” 

The agencies just don’t seem to 
hire that kind of model. 


";? @ 


Showing a slim creature in a 
girdle is like putting an ostrich 
egg in front of a hen—it gives the 
overly complacent some idea of 
the possibilities. 


7, v-¢ 


“Home cooked meals are big 
meals,” American Home joyfully 
asserts. 

Well, that used to be the general 
idea, anyway. 


T © 


During these days of food short- 
ages, mamma has_a fine chance to 
sell papa on the idea of starting 
to work cutting down that ex- 
panding bay window. 


ike A 


“Retail advertising is dull and 
boring,” asserts Walter Hoving, 
who ought to know. But there’s 
nothing wrong with it that a lot 
of interesting new merchandise 
wouldn’t cure. 


i 


The Harnischfeger Corporation’s 
free enterprise campaign, AA re- 
ports, is running in the Milwaukee 
Journal and Sentinel “and the half 
dozen foreign papers in the area.” 

Unless there’s been an invasion, 
perhaps we’re talking about for- 
eign language papers. 


,. . 


A Michigan avenue agency is 
advertising for an experienced 
copywriter with plenty of Voom 
and Vitality. 

The more experience, the less 
Voom, 

vvyY 


“Some of my best friends are 
advertising men because—” is the 
subject of a contest launched by 
the First Advertising Agency 
Group. 

Maybe the entrants will offer 
not a reason but an excuse. 


Ri + 


“Meat packers set for battle 
with competitive foods,” headlines 
the world’s greatest advertising 
journal. 

At the moment it looks a lot 
like shadow boxing. 


Vv ¥ 


Wright Aeronautical ran an ad 
congratulating the AAF on its 
. non-stop Hawaii to Cairo flight. 
That kind of copy would be read 
with interest in Moscow news- 
papers. 

. i4 ed 

“Workless washing” is the theme 
of the new Bendix magazine series, 
which undoubtedly would get a 
super Starch in the boys’ publica- 
tions. 

: Copy Cus. 


ATAE Survey Shows 
Members Boost Ads; 
Cites Agency Problems 


CLEVELAND—Despite lack of 
funds, factional fights and at- 
tendant agency “problems,” more 
trade associations are undertaking 
advertising campaigns and “there 
is every reason to believe that this 
trend will continue.” 

That is one of the conclusions 
reached in an extensive report on 
trade association promotional ac- 
tivities submitted by a special 
committee at the annual meeting 
of the American Trade Association 
Executives here Oct. 11-12. The 
committee, headed by Roscoe R. 
Rau, executive vice-president of 
the National Retail Furniture As- 
sociation, Chicago, also declared 
that not only are more trade 
groups advertising than ever be- 
fore, but the size of individual 
appropriations is tending to ex- 
pand. 


Four A’s Issues Report 


Tied in with the ATAE report 
is a survey of the membership of 
the American Association of Ad- 
vertising Agencies covering prob- 
lems growing out of agency-asso- 
ciation cooperation. An _ earlier 
summary submitted by Richard 
Turnbull, assistant executive sec- 
retary of the Four A’s, said agen- 
cies sometimes seem reluctant to 
handle association accounts be- 
cause of these important factors: 

(1) Lack of a focal point of 
final authority; (2) factions within 
the association, trapping the 
agency in internal politics; (3) 
association activities and meetings 
not related to advertising often 
snare agencies; and (4) associa- 
tion fund raising often does not 
meet expectations. 

Although it queried members on 
the size of ad appropriations, and 
tabulated answers from 1939 
through 1947, the committee set 
no total for any of the years, 
pointing out that its material was 
collected in 1945 and early 1946. 
In a March 4 survey of the field, 
AA estimated that industry-wide 
promotional activities would hit 
an all-time high this year, with 
the total advertising and public 
relations bill reaching or exceed- 
ing $20,000,000. 

The ATAE’s committee on pro- 
motional activities, appointed 18 
months ago, sent questionnaires to 

(Continued on Page 50) 


No Lorgnette?? 


Stare with Ad-libber 
in his Page 12 column. 
Other features: 


Admen Coming Back.............. 72 
Business Paper Figures.............. 56 
Coming Conventions .............. 64 
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More Trade Groups Enlist 
Advertising, Spend More 


Television Boomed 
as ‘Ready to Go’ 
at Industry Meet 


Eighty Speakers View 
All Video 'Angles' 
at TBA Conference 


NEw YorK—Television loomed 
brightly at the Waldorf Astoria 
Hotel last Thursday and Friday, 
looking more than ever like a 
wonderful new medium that’s 
finally getting squared away to do 
a job in entertainment, education 
and advertising. 

In two crowded days, hundreds 
of top executives of the radio in- 
dustry, of advertising agencies and 
leading manufacturers, the motion 
picture, newspaper and education 
fields, heard more than 80 speak- 
ers discuss television from almost 
every angle in panel and general 
sessions of the second television 
conference and exhibition, spon- 
sored by the Television Broadcast- 
ers Association. 


CBS Doesn’t Attend 


One “angle” conspicuously miss- 
ing from the agenda, however, 
was the color vs. black and white 
battle within the television indus- 
try. Color video’s champion, the 
Columbia Broadcasting System, 
which early this month asked FCC 
to authorize commercial color 
television broadcasting (AA, Oct. 
7), is not a member of TBA and 
was the only one of the four 

(Continued on Page 73) 
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COLD VAULT FREEZING—Master- 
freeze Corp., Milwaukee, is offering 
farm implement dealers this counter 
display, using plates from one of its 
full-page ads in Farm Implement News, 
to promote its new cold vault home 
lockers. The company, through Bert 
S. Gittins, Advertising, is lining up 
dealers before planning a consumer 
campaign. 


Ban Platitudes, 


McClelland Tells 
Financial Admen 


San Francisco—The nation’s fi- 
nancial advertising men must sell 
America to Americans and bank- 
ing to bankers, Harry McClelland, 
vice-president, Bank of America, 
emphasized at a joint luncheon of 
the Financial Advertisers Asso- 
ciation and San Francisco Adver- 
tising Club Wednesday. 

The luncheon was a highlight 
of the 31st annual convention of 
the association. More than 550 
members from 39 states attended 
sessions here at the Palace Hotel. 

Mr. McClelland pointed out that 

(Continued on Page 75) 


Last Minute News Flashes 


Stitch-Master Division Appoints Lieber Agency 
Cuicaco — The Stitch-Master division of Carl B. Kraus Elevator 
Company, manufacturer of small household appliances and auto ac- 
cessories, has named Lieber Advertising Company to-handle intro- 
duction of the new line of Stitch-Master accessories for commercial 


and home sewing machines. 


The line will be advertised during 1947 


in 14 national magazines, metropolitan newspapers, farm publications 
and radio, as well as in cooperative newspaper copy in conjunction 


with leading department stores. 


Drive Readied for New Holly Ball Pen 


Cuicaco—Holly Pen Corporation, whose new $8.50 Holly ball pen 
has been introduced in the export market, will be distributed through- 
out the U. S. within 30 days. Radio, newspapers and magazines will 
be used. The pen writes for six months to three years without refilling, 
writes under water and uses refill cartridges. It has already, like sev- 
eral other ball pen makers, been sued for patent infringement by 
Eversharp, Eberhard Faber and Eterpen S. A. Edward C. Kennedy 


here handles the account. 


Neilsen Drops Liquor, Starts Variety Store Index 
Cuicaco—A. C. Nielsen Company has discontinued its liquor store 

index service, established in 1938, and is starting a new store audit 

service covering the variety store field, based on 125 chain and 15 


independent stores. 
months. 


Service will be provided within the next several 


Campaign to Promote Edelbrew Beer 

New York —Edelbrew Brewery, Brooklyn, will break a campaign 
in 150 newspapers of 86 cities for Edelbrew beer early in November. 
Spot radio, 24-sheet posters and transportation advertising will also 
be used. Roy S. Durstine, Inc., is the agency. 


(Additional News Flashes on Page 79) 


Promotion Group 
Analyzes Problems 
of ‘Median Press’ 


Unusual Convention 
Panels Plan Setup 
of Promotion Dep't 


NEw YorK—The eastern regional 
meeting of the National News- 
paper Promotion Association last 
week chucked the customary con- 
vention patterns out the window 
and put all its attending members 
to work analyzing the promotion 
problems of an actual newspaper 
identified only as the “Median 
Press” and planning its promo- 
tion operations. 

The result was a_ blueprint, 
based on a consensus of the pro- 
motion managers attending. Ac- 
cording to E. B. Foskett, New 
York Post and president of the 
New York NPMA, which was host 
at the meeting, a transcript of the 
meeting will be published and 
made available to. NNPA members 
and other interested persons. 

At the first session Monday 
morning, the promotion men were 
given some data on the “Median 
Press,” midwestern evening daily 
selected by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, as represen- 
tative. With a circulation of 103,- 
361 daily and 105,709 Sunday, the 
“Press” had a_ substantial lead 
over its morning competitor, the 
“Star,” with 92,069 and 82,198. 

The “Press,” too, led in con- 
centration of circulation in the 
city zone while the “Star” led in 
the outlying retail trading areas. 
With the same advertising rate 
structure, the “Press” had a com- 


VD May Not Be 
Funny, but It's 


in the Comics 


Hartrorp—Comic books have 
been added to the Connecticut 
State Department of Health’s ar- 
senal in the war against venereal 
disease. 

“Doc Carter VD Comics,” a 
book that looks pretty much like 
any other comic book, has been 
produced under the aegis of the 
department and is currently being 
featured at a community health 
project in Meriden. 

Both Dr. Stanley H. Osborn, 
commissioner of health, and Dr. 
Henry T. Talbot, director of the 
bureau of venereal diseases, agree 
on the comic book’s effectiveness. 

Dr. Talbot says: “There have 
been hundreds of folders and post- 
ers and books telling of the dan- 
gers of venereal disease, but tell- 
ing the dangers in a comic book 
is something new and different and 
eye-catching. Wherever we have 
displayed the comic book story in 
pamphlet racks we have found 
that the book has been most popu- 
lar. It fictionalizes the story of 


VD and presents it in a dramatic 
way that is easy and interesting 
to read.” 

A local wag commented that 
most comic books deal with crime: 
the VD comic deals with punish- 
ment. 
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Full Decontrol 
of Newsprint 


ers Association which closed here 
Wednesday. 

Resolutions calling for complete 
decontrol of newsprint by both the 
OPA and CPA were adopted fol- 
lowing an address by W. G. 


Chandler, Scripps-Howard News- 


Urged by SNPA 


Suppliers Will Hold 
Reasonable Price, 
Chandler Maintains 


EDGEWATER PARK, Miss.—News- 
print occupied the center of the 
stage at the annual convention of 
the Southern Newspaper Publish- 


S&S FT. «8 €3 SE F* bt 


ST. JOSEPH NEWS-PRESS 
St. Bescph Gazette 


papers, and president of the 
American Newspaper Publishers 
Association, who urged that such 
action be taken. 

(For Washington action last 
week on newsprint production and 
prices, see story on Page 87.) 

The reasoning back of the SNPA 
resolutions is that due to the world 
shortage of newsprint and the 
more attractive markets available 
to Canadian paper manufacturers 
in other countries, OPA should 
free newsprint of price controls 
and permit the U. S. price to rise 
sufficiently to insure this country 
continuing to receive the major 
portion of the available supply. 
Publishers are less fearful of 
price rises than of inability to ob- 
tain sufficient paper for their 
needs. 

“The print paper supply will 
be diverted to other markets for 


several years to come,” Mr. Chan- 
dler asserted, “unless the news- 
print manufacturers are free to 
charge, and the publishers free to 
pay, an adequate newsprint price. 

“Speaking from long years of 
dealing with U. S., Canadian and 
Newfoundland manufacturers, I 
accept their unqualified assurance 
that, barring general inflation, 
they will protect their long-term 
interests in maintaining a market 
price which publishers can afford 
to pay. 

“They are determined to the 
limit of their power to eliminate 
the possibility of a spot market 
or a black market. 

“The CPA is being asked to join 
with OPA in eliminating news- 
print controls by withdrawing 
present restrictions on newsprint 
inventories.” 


To Study Southern Prices 


The action taken by SNPA is be- 
ing followed by similar action of 
the board of directors of. the 
American Newspaper Publishers 
Association. 

Concern over the ability of pub- 


lishers to obtain newsprint in 
needed quantity was expressed in 
another way, when at the sugges- 
tion of Mrs. Oveta Culp Hobby, 
Houston Post, the association au- 
thorized appointment of a com- 
mittee to investigate zone news- 
print prices as they affect south- 
ern buyers. The mill net on south- 
ern shipments is said to be below 
that of other regions, thus increas- 
ing the difficulties of southern 
publishers in obtaining their share 
of available paper. 

Another facet of the newsprint 
situation was the report of a news- 
print committee headed by Clar- 
ence Hanson, publisher of the 
Birmingham News and Age-Her- 
ald, who reported the develop- 
ment of another southern news- 
print mill, to ‘be operated by the 
Coosa River Newsprint Company, 
at Childersburg, Ala., with a ca- 
pacity of 100,000 tons a year. A 
plant formerly operated for mu- 
nitions manufacture by the gov- 
ernment has been leased and will 
be equipped with two machines. 
All necessary financing has been 
assured, as the success of the 
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“But all I need to know is that Solid Cincinnati reads The Cincinnati Enquirer” 


Significant, isn’t it? That The Enquirer’s circulation gain for the past year is 
almost double that of both other papers combined! And the circulation is zooming 
still higher because today’s Enquirer is made up and edited in a way that has 
real pull with Solid Cincinnatians. News that’s complete, but boiled to the essence. 
Editorials that are written without kid gloves. The best, most comprehensive 
line-up of features and comics in town. Every one of them readership tested! No 
wonder advertising packs a wallop in this paper and The Enquirer 1s read from 
front page to last—and by the solid people in the Solid Cincinnati Market. 
And that’s something to remember when Cincinnati is on your list! The Enquirer 
is represented by Paul Block and-Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 


Advertising Age, October 7, 1946 


Southland Paper Mills at Lufkin, 
Tex., sponsored by the SNPA, has 
indicated the practicality of man- 
ufacturing newsprint from south- 
ern pine. 


ITU Demands Discussed 


Labor relations and the threat 
of widespread disturbances due to 
the demands of the International 
Typographical Union were also fea- 
tured in the discussions. Nelson R. 
Poynter, St. Petersburg Times, one 
of the two newspapers there which 
were struck last November, told 
how these papers have successfully 
carried on without missing an is- 
sue. Since the economic policies 
of the ITU will ultimately mean 
ruin and impoverishment of both 
the industry and its workers, he 
suggested that publishers and 
other employers of members of 
the union take advertising space 
in the Typographical Journal, the 
official ITU organ, to demonstrate 
the fallacies of Woodruff Ran- 
dolph, the International president. 

Because of the death of Carl B. 
Short, Roanoke Times, George C. 
Biggers, Atlanta Journal, and 
chairman of the board of SNPA, 
presided over the sessions. He 
was reelected chairman, E. B. 
Stahlman, Nashville Banner, be- 
ing chosen president. J. E. Chap- 
pell, Birmingham News and Age- 
Herald, was elected treasurer, and 
the following were chosen to fill 
vacancies on the board: Charles 
P. Manship Jr., Baton Rouge State 
Times and Advocate; T. M. Heder- 
man Jr., Clarion Ledger, Jackson, 
Miss.; C. C. Council, Durham 
Herald and Sun; Roy McDonald, 
Chattanooga News-Free Press and 
Times, and Charles Hodel, Post- 
Herald and Raleigh Register, 
Beckley, W. Va. Walter C. John- 
son was reelected secretary- 
manager. 


Maude Scholle to Head 
Manville Fabrics Unit 


Maude Scholle has resigned as 
fashion merchandising adviser — 
ew 


Welling Sears Company, 
York, to assume 
charge of adver- 
tising and sales 


promotion 


for Manville Fab- 
rics, Inc., New 
York. 


Before joining 
the Sears com- 
pany, Miss 
Scholle was style 
director for Pep- 
perell ay yr 

any and chief o 
Pne y Seaton teas Maude Scholle 
reau of Montgomery Ward & Co. 


Now Elliott-Daly Co. 

John C. W. Daly and Wallace F. 
Elliott have acquired the interest 
of Philip G. Lasky, who has re- 
joined Associated Broadcasters 
(AA, Sept. 23), in the Lasky Com- 
pany, Oakland and San Francisco 
agency organized last spring by 
Mr. Lasky and Mr. Elliott. The 
agency will now be known as 
Elliott-Daly Company, taking over 
the accounts handled by the for- 
mer company. 


Woman Heads ZBM 


Eleanor L. Larsen, formerly as- 
sociate radio director of Geyer, 
Cornell & Newell, New York, has 


been named general manager of 
the Bermuda Broadcasting Com- 
pany’s Station ZBM. She succeeds 
Cole Wylie, who resigned due to 
illness. 
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Seek Decontrol 
of Newsprint; 
Rationing Unlikely 


WASHINGTON—Publishers worked 
through the Boren newsprint com- 
mittee of the House last week to 
argue that OPA should remove 
ceiling prices from newsprint de- 
spite the admittedly critically short 
supply. 

As the committee opened a spe- 
cial series of hearings, ANPA 
General Manager Cranston Wil- 
liams asserted that continued con- 
trols would not increase supplies 
over the next few years. 

Insisting that publishers are 
competent to run their own busi- 
nesses, he said: “There is little 
hope indeed if OPA is all that we 
have to depend on for a solution 
of the problem.” 

Mr. Williams pointed out that 
newsprint production is running 
11% above 1941. He said buyers 
of newsprint with long experience 
have no fear of a runaway mar- 
ket. 

For an entire day the committee 
sought to break down OPA’s argu- 
ment that decontrol would not re- 
sult in additional paper, since 
Canadian mills are operating at 
99% of capacity. 

“With the world price at $85, 
can we expect additional ship- 
ments to this country while our 
price is held at $74?” Rep. Charles 
Wolverton (R., N. J.) asked. 


Warns of Diversion 


Fred C. Holder, director of the 
industrial price division, who 
spoke for OPA, contended that de- 
control of newsprint might divert 
pulp from other papers, industrial 
products and specialties, such as 
sanitary tissues, toilet paper, etc. 

He said OPA had not deter- 
mined yet whether newsprint 
would be controlled after Dec. 31, 
when price ceilings are to remain 
only on items important to busi- 
ness or living costs. 

Mr. Williams reported that 
ANPA directors, the newsprint 
committee of the National Edi- 
torial Association, and members of 
the Southern and California Press 
Associations had all adopted reso- 
lutions asking an end of newsprint 
price control. 

Rep. Clarence Brown (R., O.), 
wanted to know how OPA could 
justify continued control of news- 
print when the people who use it 
come in and testify that they want 
it decontrolled. 

When committee members 
argued that a higher price would 
encourage mills to expand their 
capacity, so that in two years more 
paper would be available, Mr. 
Holder said that OPA has no au- 
thority to increase prices unless a 
production increase will result di- 
rectly. 

Pleading for an immediate de- 
cision, Mr. Williams said he didn’t 
care how OPA worked it out, so 
long as it came to the conclusion 
that newsprint should be decon- 
trolled. 

Meanwhile CPA Chief John 
Small said it was unlikely that 
newsprint rationing would be re- 
stored. He conceded that the 
situation is critical, but pointed 
out that no papers have been 
forced to close for lack of paper. 

As the newsprint shortage once 
more commanded attention, how- 
ever, Mr. Small brought back into 
the scene, as a consultant, Hale 
Steinman, Lancaster, Pa., pub- 
lisher, who directed the printing 
and publishing division through 
the decontrol period last winter 
and this spring. Since the news- 
print supply will not increase in 
the foreseeable future, backstage 
discussions here worked toward 
some sort of industry agreement 
which would voluntarily stabilize 


| agency effective Nov. 1. 
|will be the Y&R account execu- 
| tive. 


prices throughout 1947. 

In some of the preliminary dis- 
cussions, Canadian mills have 
stood by the $85 world price as a 
basis which would permit them to 
put additional money into new 
plants and machinery for 1948, 
while U. S. Publishers have sought 
a lower figure, perhaps $80. 


JOHN B. CURRY 


Boston—John B. Curry, a leader 
in the New England graphic arts 
industry and a director of the Ad- 
vertising Club of Boston, died 
Sept. 19 at his home in Milton, 
Mass. Mr. Curry, treasurer of 
Machine Composition Company at 
the time of his death, was a past 
president of the International As- 
sociation of Printing House Crafts- 
men and the Boston Club of 
Printing House Craftsmen. 


WALTER HEUCK 


CINCINNATI—Walter Heuck, 58, 
head of the accounting department 
of Walter Haehnle Advertising 
Agency here, died suddenly at his 
home Sept. 23. 


PAUL S. PERRY 

CINCINNATI—Paul S. Perry, 54, 
president of Perry - Brown, Inc., 
advertising agency here, died Sept. 
18. Mr. Perry operated his own 
agency from 1917 until 1937, when 
he formed a partnership with 
Theodore Brown. 


DOUGLAS W. BRASHEAR JR. 


NEw YorK—Douglas W. Bra- 
shear Jr., an employe of Grant 
Advertising who had been dis- 
charged from the Marine Air 
Corps a year ago, was killed in a 
plunge from the 76th floor of the 
Empire State building Sept. 27. 
He was the son of an executive of 
American Tobacco Company. 


CHARLES HATFIELD 


St. Lours—Charles Hatfield, 60, 
former president of the Hatfield- 
Hummert Advertising Agency 
here, died Sept. 26 of a heart ail- 
ment. 


Radio Club Elects Faust 


Holman Faust, Mitchell - Faust 
Advertising Company, was elected 
president of the Chicago Radio 
Management Club Wednesday. 
Others elected were: Vice-presi- 
dent, Mark Smith, Presba, Fellers 
& Presba; secretary, Kay Kennelly, 
Arthur Meyerhoff Company; treas- 
urer, Kenneth E. Shepard, K. E. 
Shepard Advertising, and trustees: 
Harlow P. Roberts, Goodkind, 
Joice & Morgan; Margaret Wylie, 
J. Walter Thompson Company; 
Hilly Sanders, Mitchell-Faust Ad- 
vertising Company, and John T. 
Carey, Station WIND. 


‘Newsweek’ Offers Four 
Editions in One Package 


Newsweek will offer four edi- 
tions—Hawaii, Manila, Tokyo and 
Australia—as one package with 
the same basic black-and-white 
rate of $300 a page, which pre- 
viously applied to Hawaii only, 
effective Oct. 1. The circulation 
guarantee will be 35,000 plus a 
bonus of 15,000 copies, which rep- 
resents sales to military units in 
the Manila and Tokyo areas, 

The publication will continue to 
allow a 5% discount to advertisers 
using either two or all of the 
three advertising packages—News- 
week’s Pacific editions, continen- 
tal editions, and Newsweek-Pan- 
America by Air. 


Dictaphone Names Y&R 


Dictaphone Corporation, whose 
account has been handled by Mc- 
Cann-Erickson since 1924, has ap- 
pointed Young & Rubicam as its 
Bert Tilt 


Names A. W. Lewin 


Plastic Art Toy Company of 
America, East Rutherford, N. J., 
has placed its advertising with 
A. W. Lewin Company, New York. 


Last Minute News Flashes 


Biow Names Alden V.P., West Coast Chief 
San FRANcIsco— John M. Alden, for the past two years Pacific 
Coast manager for the Biow Company, has been elected vice-presi- 


dent of the agency in charge of the West Coast. 


He was formerly 


with J. Walter Thompson Company, San Francisco, in charge of the 
Wine Advisory Board account, and with BBDO as its first account 


executive in California. 


Arch Crawford Takes NPA Post 


New York—Arch Crawford, Curtis sales executive who headed the 
Periodical Publishers Association’s pulp and paper committee during 
the war, has been named to succeed Donald G. Shook, now co-pub- 
lisher of Look, as acting executive secretary of the National Publishers 
Association. Walter G. Fuller, Curtis president, said he had agreed “to 
assign Arch Crawford ... to the NPA during the emergency months 


ahead.” 


Tucker Names Henry A. Loudon Agency 
Cuicaco—Preston Tucker, head of Tucker Corporation, has named 
Henry A. Loudon, Advertising, New York, to handle advertising for 


the new Tucker Torpedo automobile. 


Mr. Tucker made the an- 


nouncement at a meeting here where final arrangements were made 


for a $20,000,000 issue of Tucker stock to the public. 


Advertising is 


expected to begin early in 1947, but the extent of the schedule and 
media to be used have not been revealed. 


‘Times’ Objects 
to Film Copy 


NEw YorK—The free-wheeling 
superlatives of movie advertise- 
ments got a brief check here last 
week when the New York Times 
declined to accept the wording of 
an advertisement for United 
Artists’ “Scandal in Paris.” 

The advertisement said, “The 
whole town’s talking about ‘Scan- 
dal in Paris’.”” The Times, taking 
literal viewpoint, said it doubted 
that the whole of New York was 
chattering over the picture, and 
declined the copy. 

United Artists said it had never 
been pilloried by the Times be- 
fore, and was at first disposed to 
argue the matter on the grounds 
of legitimate exaggeration. Later 
the film company decided that 
the controversy was relatively un- 
important and switched its copy. 
All other New York dailies sched- 
uled ran the ad as originally 
phrased. Buchanan & Co. is the 
agency. 


Warns Against Video 


Over-Commercialization 

A Radio Manufacturers Associa- 
tion director, foreseeing television 
throughout the U. S. as a reality 
within a year, urged last week 
that an early curb be erected 
against over-commercialization of 
this medium. 

Addressing the Poor Richard 
Club in Philadelphia, Joseph Gerl, 
president of the Sonora Radio & 
Television Corporation, proposed 
that an industry-wide group 
formed to draft and enforce a code 
of ethics for commercial video 
programs. Without such action, 
he fears, television “may turn out 
to be nothing but a complicated 
mechanism for . . . selling mouth 
wash and deodorants.” 


‘Companion’ Ups Prices 

The Woman’s Home Companion, 
published by Crowell-Collier Com- 
pany, New York, has increased its 
newsstand price from 15 to 25 
cents per copy, effective with the 
November _issue. Subscription 
rates will rise from $1.50 to $2.50 
per year, from $2.50 to $4 for two 
years, and from $3 to $6 for three 
years. The increase was an- 
nounced due to “increased operat- 
ing costs.” 


WOR Promotes Series 


While the Mutual network is 
airing Gillette-sponsored play-by- 
play broadcasts of the World 
Series this week, WOR, Mutual’s 
key station in New York, will have 
Western Union boys equipped with 
portable radios stationed at stra- 
tegic points around Manhattan. 
Large lapel buttons worn by the 
boys will invite passersby to... 


-| “Ask me the score, over WOR.” 


Seamless Names C&D 

Seamless Rubber Company, New 
Haven, Conn., has named Cowan 
& Dengler, New York, to handle 
its advertising. 


Purdy Resignation 
Won't Affect New 
Magazine Plans 


NEw YorK—On the front page 
of the Sept. 30 issue of ADVERTIS- 
ING AGE there appeared a news 
story regarding Ken Purdy leav- 
ing the Crowell-Collier Publishing 
Company. The information on 
which the story was based was re- 
ceived just before the closing date 
of the issue and the editors did 
not have sufficient time to check 
the facts with Crowell-Collier. 

A check since the appearance of 
the story has shown that certain 
statements regarding Mr. Purdy’s 
connection with Crowell - Collier 
and its plans for an international 
magazine were in error. The facts 
are as follows: 

The proposed Crowell - Collier 
international magazine will not be 
called Victory, and it has no con- 
nection with that wartime OWI 
publication, as may have been in- 
ferred from the use of that title 
in the headline. According to 
Crowell-Collier sources, Mr. Purdy 
was not the “originator and spark- 
plug” of the projected publication, 
as much planning had been done 
before he was employed. His prin- 
cipal contribution was the prep- 
aration of a dummy, which was 
later discarded, Crowell - Collier 
says. 

Since no starting date for the 
projected magazine had been set, 
there have been no postponements. 
Mr. Purdy’s resignation, Apver- 
TISING AGE is assured, in no way 
affects the future of the proposed 
publication. 

DeWitt Patterson is not general 
manager and Herman Hettinger is 
not publisher of the proposed 
magazine. 

ADVERTISING AGE regrets the er- 
rors contained in the article. 


Names Kremer Agency 


Ozburn-Abston & Co., Mem- 
phis, distributor of automotive 
equipment in five southern states, 
has appointed Merrill Kremer, 
Inc., Memphis, to handle its ac- 
count. Newspapers, direct mail 
and radio spots will be used. 


Crosley Cancels Ads 


Crosley Motors, Cincinnati, has 
canceled all advertising plans ex- 
cept direct mail for its midget car 
because of material shortages 
which prevent the company from 
going into extensive production. 


Hennessy Joins KMOX 


Robert J. Hennessy, recently re- 
leased from the Army air forces, 
has been appointed director of 
special events and publicity of 
Station KMOX, St. Louis, succeed- 
ing Jerry Hoekstra. 
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Cé&ORailroad Wins 
‘Financial World’ 
Golden Oscar 


NEw YorK—The golden “Oscar 
of All Industry,” sponsored by 
Financial World for top leadership 
in 1945 corporation annual re- 
ports, was awarded here Oct. 4 to 
the Chesapeake & Ohio Railway 
Company, Cleveland, at a ban- 
quet attended by more than 1,000 
industrialists and bankers. 

Robert R. Young, C&O chair- 

man, accepted the trophy for his 
company’s report, which was 
among more than 3,000 entered. 
This year’s contest was the largest 
since it was originated in 1940. 
In addition to the C&O, which 
also won the silver award for the 
best of all transportation, silver 
Oscars also went to the Caterpillar: 
Tractor Company for the best re- 
port of all manufacturers; Seattle 
Gas (public utilities), and Nation- 
al Securities & Research Corpora- 
tion (financial). Duquesne Light 
Company received top award for 
the best 1945 annual report cover 
design, and Standard Oil Com- 
pany (N. J.) won the Oscar for 
the best annual. report advertise- 
ment of the year. About 100 ad- 
vertisements were submitted. 

Bronze Oscars for the best cover 
designs of the year also went to 
Standard Oil Company of Cali- 
fornia (best photographic), Trans- 
continental & Western Air (best 
two-color), Braniff Airways (best 
three-color), and Duquesne Light 
Company (best four-color). 


Care Announces 
One-Third Slash 
in Food Pack Cost 


NEw YorK—The Cooperative for 
American Remittances to Europe 
(CARE) last week used large- 
space newspaper advertisements 
to announce that the price of its 
former Army ration package has 
been reduced from $15 to $10. 
Previous newspaper copy de- 
scribed how the _ cooperative 
agency works (AA, July 8). 

Lt. Gen. William N. Haskell, 
executive director of CARE, who 
announced the reduction in price 
of the packages, said that the 
War Assets Administration, Py iG 
controls the package stock 
agreed “to reduce the pric 
food packages to CARE i 
to speed their disposal w 
need for food in Europe 
in an emergency stage. . 
hoped that the reduced p 
enable more Americans 
more food packages to 
needy in Europe.” 

Benton & Bowles is the 


Ledgerwood Rejoins 
Gray as Space Buye 


Dorothy Ledgerwood, recently 
released from active duty in the 
Waves as a lieutenant commander, 
has returned to 
Russell T. Gray, 
Chicago _indus- 
trial advertising 
agency, as space 
buyer. For 16 
years prior to 
joining Russell T. 
Gray, she _ did 
editévial, adver- 
tising and pro- 
duction work for 
a business paper. 

Miss Ledger- 
wood is a mem- 
ber of the Women’s Advertising 
Club of Chicago and the Chicago 
Federated Advertising Club. 


D. Ledgerwood 


Pex Hosiery to Waters 


Gildesgame Corporation, Brit- 
ish importer and manufacturer of 
hosiery, knitwear and underwear, 
has appointed Norman D. Waters 
& Associates, New York, to handle 
American advertising on its com- 
plete line, including Pex hosiery. 


Class magazines, newspapers and 


| business publications will be used. 
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In selling, one fact is worth a carload of 
conjecture. 


That’s why successive issues of the Chicago 
TIMES Pantry Poll are awaited eagerly by 
food producers and advertisers whose market 


is in the Chicago area. 
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accurate, unbiased inventory of the food pur- 
chasing preferences of Chicago housewives. 
Data for the report, published thrice yearly, 
is gathered by Northwestern University in- 
vestigators who go into 400 representative 
Chicago pantries to tabulate the types, 
amounts and brands of foodstuffs on hand. 


These accurate statistics serve as a basis 
upon which members of the foods industries 
may revise their advertising or distribution 
procedures for greater effectiveness. 
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Write to— 


Pantry Poll, The Chicago TIMES 
211 W. Wacker Drive, 
Chicago 6, Ill. 


for your free copies of forthcoming 
ssues. 
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